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F you are not stock- ask for Flit by name, 
ing Flit, you are ’ and will accept no other. 
losing business. You are sells year ’round 


Hitch your store’ to 


fitable sales. a ee ; 
passing up prontable sales smashing 1928 Flit cam- 


Millions of homes every- 


where NOW use FIit. fast turnover paign. Flit advertising 
backs you no _ matter 
Hardware merchants in where your store is lo- 
every section report that a money-making cated. Order now for 
Flit is the one household proposition early spring delivery. 








insecticide that answers STANCO DISTRIBUTORS, INC. 
all calls. Most customers 26 Broadway New York City 


© 1928 S. D., Inc. 
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Kipling “knew his stuff.””, He knew 
well how hard it is to make each mo- 
ment profitable. He would probably 
have been as good a business man as he 
is a poet, had he started in that direction. 


Did You Ever Put a Cash Value on Your 
Minutes? 


Take buying, for example. A lot of 
your minutes get away on that job. 
There are so many people you 
have to see—and they all want 
an order and a good many of 
them are mighty good salesmen, 
too. On small tools, for example, 
probably a dozen different fel- 
lows want you to buy their 
lines of taps, or dies, or twist 
drills, or reamers, or pipe tools. 

But it costs money to listen to all 
their stories because it takes your time 
and if you are kindhearted, and try to 
split up your business among them, you 
run up even more expense. For you 
multiply your cartage, your shipping 
expense, your invoicing, your check- 


@TD Corporation, 
Greenfield, Mass. 





You can fill each minute 
with sixty seconds worth 


i 
of distance run.” 


ing, your remitting. And most distribu- 
tors are finding margins a little too close 
to bear any unnecessary strain these 
days. 

Begin with Small Tools 


Greenfield Tap and Die has a broad 
line of screw plates, taps, dies, reamers, 
twist drills, and pipe tools from which 
you can select. We think we can show 
you numerous advantages if 
you select all those lines from 
us. 


r 
You can save time and money 


During the last few years a 
large number of distributors 
have taken advantage of this 
particular way to reduce their over- 
head. If you have not, it is a suggestion 
which you should consider carefully. 
We do believe Kipling was right, and 
we urge you to gét 60 seconds worth 
of constructive work from every min- 
ute in your buying as in other depart- 
ments of your business. 





Send me your book on “The Profit Angle 
of Small Tool Buying.” 


@ Hardware Age, February 16, 1928. 
ee ee 






New York—15 Warren St. 


Come le Meadguril 











GREENFIELD TT TAP AND DIE 
CORPORATION 


GREENFIELD. MASS., U.S.A. 
Chicago—13 So. Clinton St. 
Detroit—228 Congress Street West 





Canadian Plant—Greenfield Tap & Die Corporation of Canada, Ltd., Galt, Ontario 
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Sell more than shovels— 
sell shovel service 


An 0. AMES Shovel will outwear, outlast, 
and outwork a number of ordinary brands 


















; and has so proved in many tabulated tests. 
: 
Seven voine 





1. THE AMES BEND —the perfect 
shovel balance; often copied, never 
duplicated. 

2. Blade of heat-treated alloy steel 
with maximum resistance to wear. 









w 





. Finest craftsmanship, as _ details 
of finish readily prove. 






4. Lightest weight construction § con- 
sistent with strength. 






BAD Me Lita A ROW ERE seuss 






5. Best handle known, genuine North- 
ern Ash, second growth. 














$ 6. All Dee-Handles, supplied in 
é OLIVER AMES Split Dee, I-D-L, 
ed Sturde-E, Wright Metal or Wooden 
a Dee. 

tae 7. Distributed by only the foremost 
ss wholesale and retail dealers. 

USE THESE IN YOUR 






SALES TALKS 




















SHOVELS: SPADES: SCOOPS 


AMES SHOVEL AND TOOL CO. .. . Ames Bldg., Boston 
Owner of Oliver Ames & Sons Corp., North Easton, Mass. Est. 1774 


Black Shovels Cost Less and Wear Longer 


1693 
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POULTRY NETTING 


Galvanized Before and Galvanized c4fter Weaving? 


CDP BB BOBBIE PD LPL DPD LLB BBP BD BAA AS SPP ASAALL ALD LO ADDS 2 Coat 
Oe gi i OY me Nig ne MN i ed ee ee a ne 


Light 
and 
Dark 
Finish 


me for the tag, carrying our name, at the end of every roll! 


The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Factory 


Manufacturers of 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City Georgetown, Conn. hicago 
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Sell ACCO Electric Welded 
Steel Loading Chain 


Steel Loading Chain is a good seller in 
every part of the country. There are 
countless uses for this strong chain in 
almost every industry. For loading and 
hauling purposes, ACCO Electric 
Welded Steel Loading Chain is 
most popular because of its light 
weight, compactness, and low price. | 
Flexibility is another selling fea- 





ture of this popular chain. Special steel 
and improved methods of electric 
welding provide links of uniform size 
and strength. 

ACCO Electric Welded Steel Loading 
Chain is furnished in bright finish 
' with an octagonal tag every fifty 
‘ feet. Inaddition, links every ten feet 
are stamped with the name ACCO. 





AMERICAN CHAIN COMPANY, Inc., BRIDGEPORT, CONNECTICUT 


World’s Largest Manufacturer of Welded and Weldless Chains for all Purposes 


Porch Swing Chains Dog & Kennel Chains 
Hammock Chains Wagon Chains 
Sash Chain Coil Chain, Welded and Weldless 


Dog Leads Plumber and Safety Chain 


Log or Binding Chains Heel Chains 

Well Chain Breast Chains 
Trace Chains Halter Chains, etc. 
Butt Chains 
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Sell him a Flat Bastard 
File with a Nicholson 
File Company trade mark 


stamped on the tang. 


Flat Bastard Files 
are double cut with 
rugged teeth which 
enable them to re- 
move stock rapidly. 


Nicholson File Company trade 
, marks have a reputation that 
inspires instant confidence in 
file users all over the world. 


NICHOLSON FILE CO. 
Providence, R.1., U. S.A. 


—A File For Every Purpose 
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The Dexter Turbulator 





te DEXTER 


A Washer of Surpassing Quality 





EW, higher standards of 

quality, performance and 
washing efficiency have been 
established in this handsome 
new Dexter Model 44-E. It’s 
a washer you can demonstrate 
with pride to your most exact- 
ing prospects as an outstand- 
ing quality leader. It’s a washer 
you can depend upon to sell 
quickly and profitably—to give 
real satisfaction for a lifetime. 


It will pay you to start in now 
featuring this quality machine 
prominently. Write today for 
liberal discounts and details of 
effective sales co-operation. 





This phantom view of the 44-E illus- 
trates the new Dexter Turbulator. It 
produces a triple water movement— 
swirling, whirling, rotating—the most 
thorough washing action ever devised, 
yet so easy on the clothes the most ‘ 
delicate fabrics may be washed % 7 
with safety. 














Distributed from 


Rochester Peoria Omaha Los Angeles 
Harrisburg Madison St. Louis San Francisco 
Columbus Minneapolis Kansas City Spokane 


THE DEXTER COMPANY, Fairfield, Iowa 
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Get Ready Now--- 


for the Big Selling Season 
--- Just Ahead! 


E big buying months in the billion-dollar 

ultry industry are just around the corner. 

oultrymen everywhere are getting ready 

for the coming season. They have the “buying 

mind,” these poultry raisers. They’re in the mar- 

ket for Poultry Fence—and for the score or more 

other poultry necessities sold by you and your fel- 
low dealers. 


Today in your trade territory there are scores 
of potential buyers figuring their poultry netting 
requirements. Tomorrow they will buy. 


And, U. S. Poultry Fence, this season, as in the 
past, will be first choice with poultry raisers every- 
where. Here, for the first time, is a netting buyers 
ask for by name. They know by experience that 
it is the only netting which fulfills every require- 
ment of modern poultry raising. 

They know it is the only netting which 
stretches straight and true from post to post under 
even tension. 


Indiana Steel & Wire Co 





“The Ne 


The quickest and surest way to convince yourself 
of the superiorities of U. S. Poultry Fence, is by act- 
ual comparison! Send today for a miniature sample 
roll! See for yourself why U. S. Poultry Fence is set- 
ting new records for sales and profits wherever poul- 
try netting is used! Fill in the coupon at the right 
or just pin it to your letter-head and mail! 








§ 







They know it is the only netting which can 
be taken down and put up again and again with- 
out bagging or sagging. 


They know it costs less “put up” and gives 
longer years of satisfactory service. They have 
come to demand it; nothing else will do. 


Now is the time to prepare for this profitable 
business. Let us urge that you check your stock 
of U. S. Poultry Fence! See that you have ample 
supply to meet the demand! Then make a drive 
for the poultry netting business in your territory! 
Timely advertising, window displays and aggres- 
sive merchandising will bring new customers into 
your store and put money in your cash register. 


If you are one of the remaining few who are 
not already “cashing in” on the demand for U. S. 
Poultry Fence, now is the time to start. Be sure 
to specify U. S. Poultry Fence--not just “poultry 
netting.” It costs no more. 


mpany, Muncie, Indiana 







rr 
y NR \ 
| 
| 
\\ N 
\\ \ 


tting Shat Stands@l lone” 








= Post Office_______________- oles Saco a Se State-__..-- ee 


OOOOOUODEROOGODOONDCCRRARORROGORGGGEGGecEeetEREeEER 


INDIANA STEEL & WIRE CO., 
Dept. HA MUNCIE, INDIANA. 


Send Free Sample Roll of U. S. Poultry Fence and name 
of nearest Jobber. 
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No. 907 
Illustrated 
Actual Size 


STRENGTH 


25 plates of high carbon steel as- 
sembled and riveted together under 


ONE HUNDRED TONS pressure 


Double lever security — shackle is locked both 
heel and toe with two extra heavy brass levers 





No. 907 


Shackle is one inch, cya- 
nide case hardened high 
carbon steel—top and 
bottom plate case hard- 
ened —three heavy em- 
bossed corrugated keys. 
Retails at $1.75 to $2.00 


Dealer’s price only 
$1.17 each 


No. 905 


Shackle is one inch, high 
carbon steel—top and 
bottom plates case hard- 
ened —two heavy em- 
bossed flat keys. Retails 
at $1.50 to $1.75 


Dealer’s price only 
$1.00 each 













No. 900 Sampler 
Consists of one each of the above locks mounted on a very beautiful sales display 
board —a real sales maker — no charge for board — Dealer’s Price - + - « « - 


ORDER FROM YOUR JOBBER 


Master Lock Company — Milwaukee, Wis., U.S. A. 
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New 
Solid 


Forged Steel 


Snips 


7 





\ Sure 


wel Bat a 


The box conforms to the 
shape of the snip thereby 
saving space in packing 
and on the shelf or stock 
rack. 
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HESE new Snips of solid forged steel 
Ors designed to meet the popular de- 

mand for a medium priced Snip for 
general use. They are made of high grade 
material and are fully guaranteed. The clean- 
cutting blades are full polished; the well- 
shaped handles are finished in red. Each Snip 
packed in attractive individual box, printed in 
colors blue and green and can be used for 
display. 


Made in seven sizes, numbers 4, 314, 3, 2%, 
214, 2 and 134 and the numbers designate the 


length of cut which will prove of great con- 
venience. 


Everything was taken into consideration— 
manufacturing, material, finish, packing—to 
offer you the best possible Snip to sell at a 
popular price. A trial order will convince you 
of the sales possibilities on this new Snip line 
that offers you so much. 


The Peck, Stow & Wilcox Co. 
Southington, Conn., U. S. A. 


If the Snips do not make good - we wit / 
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WHEN 
THINGS 


go dry 














Wu EN things go dry — in 
the garden, about the house or 
in the garage — right then there’s 
a need for this new, improved 
Nesco watering pot. 


A finer can of its kind is not 
made. From handle to bottom 
quality talks right out loud. 


Hot galvanized, of course. — 
Every edge is coated — seams 
filled and trimmings sealed. 
Rust is locked out. Built for 
years of handy, double-duty, 
knockabout service. 


Removing the rose from the 
8, 10, 12 and 16 quart sizes con- 
verts these sprinklers into handy 
automobile filling cans. 


Spring is just around the cor- 
ner and right now is the time 
for you to get your order to your 
jobber. 


When in New York or Chi- 
cago visit our display rooms — 
in New York 200 Fifth Ave.; in 
Chicago — 346 West Kinzie St. 








No. 614 
Made in 6 Sizes 


Removing the rose from 
the 8, 10, 12 and 16 quart 
sizes converts these sprin- 
klers into handy automobile 

filling cans. 








Nesco Ovens 





NATIONAL ENAMELING @& STAMPING CO.,, Inc. 


425 East Water Street 


Factories and Branches: 


Milwaukee, Wis. 


Milwaukee NewYork Chicago Philadelphia St.Louis Baltimore Granite City, Ill. New Orleans 








NESCO 
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NEW YORK 
Equitable Building 


ao ee 


CHICAGO 














LOS ANGELES 
Washington Building DALLAS 





Peoples Gas Building 


“DETROIT 
Book Tower Dallas National Bank Building 























ATLANTA 
Whitney Central Building PHILADELPHIA SAN FRANCISCO Healey Building 


NEW ORLEANS 


Franklin Trust Building Rialto Building 































SEATTLE 
Skinner Building 


BOSTON 
Statler Building 


From Mine 






ST LOUIS 


CINCINNATI 
Bell Telephone Building 


Union Trust Building 


At Strategic Centers—A Local W, heeling Organization / 


HEELING “Mine to Market” facilities in- respective territories. Your inquiry for Wheeling 
: clude the personal services of experienced Semi-finished and Full-finished steel products, 
5 steel organizations in the strategic centers of in- which include Billets, Slabs, a full range of Sheets, 
dustry from Coast to Coast. Captained by men Rods, Wire and Tubular goods will command the 
who know Wheeling Steel and Steel Products from immediate attention of the Wheeling office nearest 
the ground up, these district officesareofeconom- you. 

ic importance to the businesses they serve in their WHEELING STEEL CORPORATION, WHEELING, W. VA. 


WHEELING 














Tea 
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by the keenest 
buying “Hie be in the country 


MAKE AN ORDER 
BRING ANOTHER 


When our rivets are once used you can 
count on repeat orders. Outstanding 
quality makes a real appeal. A good 
workman will not forfeit pride in his 
work. Our rivets drive easily, clinch 
smoothly and are not brittle. Are you 
using the kind that we make? . 


SERPS Biba Sea oat Ser Soto Me SOF OTE . . 


ULGs eee ees. 


TUBULAR RIVET & STUD 
~« rorenare COMPANY : 


rr: T. MeDEVITT 
Telegr: ~~ Building 


wig Hom cng rane BOSTON 


€ 
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oa line of better electric drills with 


new standards of performance 


Now Stanley makes electric drills. These 
drills are the result of two years of research, 
experiment, and exacting tests. 

Before offering Stanley Electric Drills 
to you we have placed them in a number 
of factories, garages, and woodworking 
plants where they have been used ih 
actual shop work. Without exception 
the mechanics who have worked with 
Stanley Electric Drills report them su- 
perior to any similar tool they have used. 

We will be glad to give you detailed 
information on this new line of drills if 
you will mail us the coupon below. 


STANLEY TOOLS 


—e 
Sey an ae Ns 





No. DG 23 
\4"" Standard Duty 





No. DB 14 
4" Heavy Duty 





THE STANLEY RULE AND LEVEL PLANT 
New Britain, Connecticut 
Please send me description of the new Stanley Electric 


4 Drills. 
@ 
Bo Name eee — 





‘ Firm adele eee 


nea ved late Senomicencadimatepcaaaan nts 
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HERCO 


Smokeless 


A Splendid Long Range 
Smokeless Shotgun Powder 





PORTSMEN are demanding increasingly long- 

er range in their shotgun shells. Herco Smoke- 
less is the answer to this demand. Herco will handle 
heavy charges of shot at higher and more uniform 
velocities than previous standard types of shotgun 
powder. It is being widely loaded in all long range 
heavy-load shells sold for wild fowl shooting. 


You can order your favorite brand and can defin- 
itely expect that your customer will obtain deeper 
penetration, closer long range patterns, higher ve- 
locity, and better killing power from Herco Smoke- 
less. 


For trap and field shooting, where extreme long 
range is not required, we recommend Infallible and 
Hercules E. C. powders designed to give the best 
results in moderate charges. 





HERCULES POWDER, COMPANY 


(INCORPORATED) 
910 King Street Wilmington, Delaware 


INFALLIBLE — HERCULES E. C. — HERCO SMOKELESS 





iis, 


Tab easier 
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Wrought Bronze Letter Box Plate, No. 


258TC, 21%4”x7”, with inside plate 214”x7”. 


Also made in Steel with various finishes. 
Other Letter Box Plates are listed in our 
catalogue on pages 1 to 163, 458 and 459, 
in plain and artistic patterns. Some have 
openings large enough for magazines. 
These Letter Box Plates can be used to 
comply with government regulations re- 
garding delivery of mail. For residences 
and office buildings. 














Sash Pulleys No. P242 and 
No. P442, page 500A of cata- 
logue. Both have bronze faces, 
and No. P442 is equipped 
with anti-friction rollers. 
The groove of the wheel is 
suitable for either sash cord 
or sash chain. They conform 
in the size of face, case and 
wheel with measurements 
established by the United 
States Bureau of Standards. 
Similar Pulleys are made with 
iron face in various finishes. 








No. 1544 Cast Bronze Butt and No. 2538 
Wrought Bronze Butt, on page 391 of cata- 
logue. Both of these have hardened steel, 
patented ball bearings that insure easy 
working and great durability. No. 1544 has 
steel bushings and a self-retaining pin. No. 
2538 has a non-rising pin. Of these two the 
wrought bronze is lower in price. Similar 
to these is the extra heavy Cast Bronze 
Butt No. 1548, also on page 391, for heavy 
doors. Steel bushed, with self-retaining 
pin. 5”x5” and larger sizes have four sets 
of ball bearings. 


Besides these, we offer Butts without 
ball bearings—No. 1543, Cast Bronze; No. 
2541, Wrought Bronze; and also No. 1443, 
Cast Iron, as described on pages 389 and 
390. Cast iron butts may be used when a 
low price is the important factor. They 
are heavy, durable, and will give service 
for a long period of time, as shown by 
government tests. 








House Numbers, page 461. No. 295 (3 
inches high) and No. 285 (4 inches high), 
of Cast Bronze, can be furnished in figures 
from 0 to 9 and the fraction 1%. These 
numbers are suitable for house doors, room 
doors, or church pews. Other sizes and 
styles can be furnished, some of which are 
fastened to the woodwork by pins cast in 
the back of the numbers. In connection 
with these are our Number Door Plates, 
Name Door Plates and Name Plates, illus- 
trated on page 460. 














In our line of Door Knockers, pages 386 to 387 of the cata- 
logue, are actual reproductions of knockers used in Colonial 
Made of solid brass or solid bronze, they are rust- 
resisting, durable and time-defying. The knockers are adver- 
tised nationally in well-known magazines. They are not com- 
petitive goods, they bring good profits, and the business 
belongs in the hardware store. Smaller knockers are made 
for inside doors and for apartment house corridor doors. Those 
shown, left to right, are Nos. 32, 7 and 28. 








These are items of builders’ hardware profitable 
for the hardware store 


HERE is hardware in demand wherever houses are built, hardware that can be included in 
many contract orders, hardware that can be sold over the counter for repair work and new 
construction. It is hardware well made, fairly priced, satisfactory for the consumer, and of 


profit to dealers. It is hardware that brings repeat sales. 


Stock it now, and prepare for a 


season of profits when building activity increases this Spring. Sargent national advertising 


helps you sell it. Jobbers can supply it. 


SARGENT & COMPANY, Hardware Manufacturers, New Haven, Conn. 


New York: 94 Centre Street 


150 North Wacker Drive (at Randolph) 
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Many Concentrate 100% on Our Products 


Hundreds of jobbers and dealers, large and small, handle our Screen Cloth, 
\ Hardware Cloth and Poultry Netting exclusively. Many have sold our 
products for 20 years and more. They find them highly profitable. 


A goodly number feature our Bronze Screen Wire Cloth which 
is guaranteed 90% copper and 10% zinc. The zinc gives maxi- 
mum tensile strength and permanently resists corrosion. We 
control every operation in the manufacture of all our 

Screen Cloth and Poultry Netting. 


Wickwire Bronze is made from Full Gauge Wire 
in 14, 16 and 18 mesh, in even widths 18” to 48”. 
100 lineal ft. to the roll. 
Your Jobber will supply you. 


WICKWIRE BROTHERS 
Bronze Screen Wire Cloth 














Our Other Brands Screen 
loth 


Cortland Black Enameled 


Costs more than Steel 
Wire Cloth 


But— ; . Cortland Gray-Wick 
returns the difference in White Metal Finish 
service Wickwire Premier 














America . ared . it si EV a : . : in ot pans Bere 
is changing |e eee 


WATERLESS 
COOKER 


cent 













Why are women changing to the Waterless Cooker? _, 


Because, in it they can cook string beans, spinach, peas, 
carrots, cabbage, beets and similar vegetables without destroy- 
ing the vitamins and minerals present in these vegetables. 
The cheaper and tougher cuts of meats can be cooked to a 
remarkable tenderness. 


They can prepare all foods in a West Bend Waterless 
Cooker more healthfully because the West Bend Waterless 
Cooker cooks entirely without water. No burning or scorching. 


And housewives like the West Bend Waterless Cooker be- 
cause it is such a time saver. It prepares an entire meal at 
one time over one low burner while the housewife rests or 
does other things. No need to stir or watch. Place the meal 
in the cooker and leave it until mealtime. Then it will be 
ready to serve, deliciously appetizing and healthful. 


These are the reasons for West Bend Waterless Cooker 
popularity. You can cash in on this popularity in your own 
neighborhood by becoming a West Bend dealer. Write us 
for information—we have some interesting material for you. 


The 
A 


lun COOKS use 


umimnum 


West Bend Aluminum Co., West Bend, Wis. 


Also manufacturers of more than 250 other high grade West Bend aluminum cooking utensils. 


in on the Waterless Cooker Demand 


7 





\ 
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The NEW Improved West Bend 
Waterless Cooker represents the 
culmination of years of experience 
in developing waterless cookery. 












It offers the most healthful, con- 
venient and scientifically perfected 
means of cooking complete meals. 


The West Bend Waterless Cooker 
is made by the world’s largest man- 
ufacturers of waterless cookers. 






The West Bend Waterless Cooker 
has national recognition and is ad- 
vertised to bring YOU customers. 
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THE AXE THAT BUILT A GREAT BUSINESS 
AND A WORLD-WIDE REPUTATION 








The Kelly Brand on an axe or 
other edged tool means REAL 
VALUE: DEPENDABLE 
SERVICE. 


AXES 

HAMMERS 
HATCHETS 

ADZES 
PICKS 
MATTOCKS 
GRUB HOES 
BROAD AXES 
BUSH HOOKS 
GRASS HOOKS 


SCYTHES 
PERFECT 
TEMPER 


Kear, 


The Best Known 
and Known as 


THE BEST 


Kelly Axe & Tool Co., Inc. 


CHARLESTON, W. VA., U. S. A. 
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Thousands of Hardware Mer- 
chants are making money on 
ATKINS Silver Steel Hack 
Saw Blades 


If you want something new to in- 
crease your profits write for details, 
addressing Dept. “D,” E. C. Atkins 
& Company, Indianapolis. 


E. C. ATKINS & COMPANY 


Established 1857 The Silver Steel Saw People 


Machine Knife Factory: Home Office and Factory: Canadian Factory: 
Lancaster, N. Y. Indianapolis, Ind. Hamilton, Ont. 


BRANCH HOUSES 


New Orleans Portland Seattle 
New York San Francisco Vancouver, B. C. 
Paris, France 


Atlanta Memphis 
Chicago Minneapolis 

















FOUNDED 1855 


Hardware 


239 West 39th Street, New York City 


FRITZ J. FRANK, PRESIDENT 
GEORGE H. GRIFFITHS, GENERAL MANAGER 
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If You Are to Keep 
Your Business in 


the Sun 


HE retail store may retain 

its place in the sun. Sure- 
ly! But, as many speakers at 
the current conventions are say- 
ing, ideas must be applied be- 
fore they are of real value to 
you. There is no better way to 
do this than to watch your trade 
paper for the tried experiences 
of others in a similar situation. 
The trend in various lines of 
hardware is treated in articles 
and in convention reports of 
this issue. Every new idea must 
be made the most of today if 
the independent merchant is to 
keep his place in the sun, 


Read What They Say 
About Us: 


We find your magazine very help- 
ful, especially the articles by Saun- 
ders Norvell. 

Yours very truly, 
HuNTER HARDWARE COMPANY, 
By J. Ralph Hunter, 
Wiarton, Ont. 


Please find inclosed check, for 
which please accept my thanks for 
the HARpwARE AcE. It has lots of 
good valuable news and is well 
worth the money. 

(Signed) C. STEPHENSON, 
Drinkwater, Sask., Canada. 
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well-known New York cartoonist 
occasionally runs cartoons under 

the general heading, “Everyone’s job 
looks better to me than mine”. 
— Well, hardware is a prosaic enough thing 
to sell if it happens to strike you so. But 
there’s plenty of Romance in it for the man 
who digs a bit below the surface. Certain 
items, like forged iron hardware have it in 
abundance. And Romance — the appeal to 
Imagination—helps make bigger sales. 
Your customers are quick to respond to it. 


A hardware merchant who shows Forged 
Iron Hardware by McKinney opens wide the 
portals of Imagination. Customers would 





CHardware 


rather have it than plain hardware. 
There’s more fun in it, more pleasure, 
more Romance. Instead of a fifty- 
dollar job and-a nominal profit, the 
bid may run several times as much, with 
profits increased accordingly. . . 


Ae 


McKinney makes Hinges, fine hinges. Mc- 
Kinney makes Forged Iron Hardware and 
Lanterns. McKinney advertises them all 
through the year. McKinney is a good name 
to point out, when you show an item to your 
customers. Catalogs on request. McKinney 
Mfg. Co., Pittsburgh, Pa. Offices at Boston, New 
York, Philadelphia, Baltimore, Chicago, San Fran- 
cisco, Montreal, Toronto,Los Angeles and Atlanta. 


McKINNEY 


FORGED IRON HARDWARE 
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By-Products or Wastes 


ANY large manufacturing concerns have 

been able to keep down their overhead 

costs and meet intensive competition by 
utilizing their by-products. Retail merchants 
might profitably take a lesson from big business in 
this regard. 

By-products, as you probably know, are second- 
ary products manufactured from what was former- 
ly waste material. Take for example the dye 
stuffs generally used today. The great majority 
of them are mere by-products of the coal and 
coke industry, made from what was for many 
years waste. Slag which manufacturers once gave 
to railroads to use for ballast, is now used in many 
countries as raw material for glass or artificial 
marble. Wood scraps are worked up into pulp for 
paper, etc. The highest priced workers in many 
great industrial plants are those who solve the 
methods of converting waste materials into salable 
products. 

In the matter of turning waste into valuable by- 
products, the average merchant is almost a novice, 
and yet waste is one of his major problems. What 
are the wastes of retail merchandising? Time, one 
of the most expensive items of a merchant’s stock, 
is probably one of the retail merchant’s greatest 
wastes. Work is not properly planned and as- 
signed to keep the store force always. busy. Lack 
of proper facilities and systems continually waste 
the merchant’s own time—time’which might other- 
wise be converted into profitable effort. 

Next comes wasted display space—valuable 
space idle or unproductive; wasted opportunities 
to increase business; wastes due to lack of system, 
training or efficiency; wastes from improperly 
granted credits and lax collection methods; wastes 
from carelessness and lack of attention to stock; 
wastes from slipshod deliveries and uncharged 
merchandise; wastes from shelf worn goods, poor 
salesmanship, and thoughtless buying; wastes from 
unnecessary uses of paper, string, water and electric 
lights; wastes from over weight, and numerous 


other wastes well known to all of us. A large 
part of the average merchant’s overhead is due to 
preventable waste. 


What are the by-products which may be sal- 
vaged from wastes? Increased business without 
increased cost; better and cleaner stocks; attrac- 
tive, sales producing show windows and interior 
displays; well bought merchandise which sells; 
courteous, efficient salesmen; practical systems 
which increase both service and profit; adequate 
credit and collection methods, which make for sat- 
isfied customers, guard against disputes and bring 
money into the business for the purchase of new 
goods and the taking of cash discounts. This is 
not a mere play on words. There are wastes in 
practically every retail store in this country which 
can be converted into actual by-products to pro- 
duce tangible profits. 


Every retail salesman, every department, every 
system or method can be made to yield a valuable 
by-product, whereby more profit can be gained 
without the expenditure of more money. 


The waste problem is both collective and in- 
dividual. There are wastes in the hardware indus- 
try as a whole, and in every branch of that indus- 
try. Meanwhile one fact is becoming more ap- 
parent every day: overhead expense is too high. 
It is costing too much to distribute and sell mer- 
chandise. The rope of profits is beginning to feel 
the strain. The only assurance of a successful }u- 
ture under the present system of distribution lies 
in a reduction of merchandising expenses, individu- 
al and collective, through the elimination of wastes. 
This is not a prophecy. It is a mere statement of 
fact. If one-half of the wastes of the hardware 
industry can be converted into valuable by-prod- 
ucts, it can successfully and profitably meet any 
and all competition. 

Economy, like charity, begins at home. What 
is your individual record in the matter of bv- 
products? 
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This window by Chandler & Barber, Boston, is designed to appeal to the home craftsman, be he 
boy or man 

















Schools Are Helping to Increase 
the Use of Tools 


HERE is a large and important class of tool pros- 
pects now developing for the hardware merchant. 
They are the boys who attend the manual training 
classes in schools. These youngsters are keen for the work 
they are doing and carry the gospel of building home to 

























the tool kits. 


their parents, who give them every encouragement. 
Fathers of these boys are glad to share in the interesting 
work and their enthusiasm soon results in additions to 
The handy little tables and shelves that 
make their appearance in the home, as a result, enlist 


mothers’ and sisters’ support of the 
building program. 

These boys are learning things about 
design, materials and the use and care 
of tools that make them want good 
merchandise when they come to the 
hardware store. The various maga- 
zines reaching the consumer are help- 
ing greatly to popularize the use of 
mechanics’ tools, and boys are extreme- 
ly quick to grasp a new idea and re- 
sponse, with them, is immediate. 

In an article entitled “Education, 
Basis of Industry,” in Trade Winds, 
a publication issued monthly by the 
Union Trust Company, Cleveland, 
Clyde R. Miller, Director of Publica- 


The boy’s usefulness about the house in 
making repairs is sure to gain allies among 
the other members of the family 
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“The lure of beauty catches the boys, too, and in their manual training 
shops they are learning things about design and materials which make 
them dissatisfied with the cheap and shoddy,” says Clyde R. Miller, Director 





of Publications, Cleveland Board of Education 


tions, Cleveland Board of Education, says in part: 

“Gradually, through the schools, the American home 
will be rebuilt—adjusted to the age of science in which 
we are finding ourselves. In this process adult educa- 
tion will have no small part, for we are learning that 
education does not end with a high school or college 
diploma. In the whole field of human relations, indeed, 
the influence of the school is likely to make itself felt, 
for now, in every school worth the name the art of 
getting along with folks is taught as a definite part of 
the curriculum, usually under the name of social science. 

“. . Tomorrow’s education is likely to be better than 
today’s. And with improving education there is bound 
to be improving industrial and business conditions, a 
greater and sounder prosperity, less crime and poverty, 
and a larger sum total of wholesome living.’’ 

The work that the schools are doing is a very im- 
portant one to the hardware merchant, because the satis- 
fied customers made among the boys who buy tools are 
going to be regular ones for years to come and their 
households will be supplied from the 
hardware store as well. The relation 
of mechanics’ tools to the other re- 
quirements of the average household 
is very close. 

Arrangements should be made with 
some of the schools to supply examples 
of the students’ work for window dis- 
plays. Every effort should be made to 
call attention to your store’s ability to 
serve them. 

In reaching this class of prospect 
for tools your newspaper or direct mail 
advertising should carry some novel 
appeal, such as a working plan of a 
small and simply constructed piece of 


A desire for better homes and home equip- 
ment is being carricd away from the med- 
ern schools by these girl students 





4 
Illustrations Courtesy 
Union Trust Co., 
Cleveland, Ohio. 


furniture, in order to arrest the attention of the boy. 
This, of course, would be tied up, with a list of tools re- 
quired for the work. Window displays should be related 
to the advertising matter. Copies of your ad may be 
prominently displayed in the window along with the tools. 
Working plans, work bench and tool kits all contribute 
to a setting that will create in the boy who sees it a 
desire to go to work on some kind of construction. 

The importance of this class of trade should not be 
under-estimated, for as the boy becomes more deeply in- 
terested in the.work of making things he will contrive to 
enlarge his collection of tools and related equipment. He 
will not stop at the bare necessities of working. For this 
reason, if for no other, the boy is a good prospect to 
work on. 

Familiarize yourself with the work of the schools— 
get acquainted with the boys there and the contact 
will bring out many facts that will help you to better 
merchandising of your goods. 
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“Are We Asleep at the Switch?” 


By Saunders Norvell 


AST week I told the story of a manufacturer who 
pulled his business out of the red. It was a true 
story, just as told me. Now I am in receipt of a 

letter from a hardware merchant asking if this was not 
my own personal experience. No, it was not! This 
story had nothing whatever to do with any of my own 
experiences. Naturally, I come in contact with a good 
many manufacturers, jobbers and retailers. I hear some 
- interesting business stories. Some of these stories have 
a very pointed moral. 
without having all of them pinned on me? Often I 
repeat the opinions expressed to me by others. Please 
don’t immediately credit me with these opinions. If this 
sort of thing is continued, I shall have to take down the 
sign on my literary shop. 
x * x 


I see my old friend, Dennis A. Merriman, has been 
promoted to the job of General Sales Manager of the 
American Steel & Wire Company. We extend our edi- 
torial congratulations to Dennis! Dennis has a world 
of friends in the trade, and they will all be delighted 
at his well-earned promotion. 

Until Dennis was elected President of the American 
Hardware Manufacturers Association, none of us knew 
what a good presiding officer he is. At the last conven- 
tion in Atlantic City, he made his “keynote” speech to 
the manufacturers. It was received with long and hearty 
applause. Afterward, I heard a manufacturer say 
“Dennis, that was a fine speech—you didn’t say any- 
thing.” “Thanks,” replied Dennis, “that is just what I 
tried to do!” 

Now that I review that “keynote” speech, I don’t think 
that Dennis did tell us whether the products of the Ameri- 
can Steel & Wire Company were going up or going 
down. I think, however, it was a “soothing” speech, the 
basis of it being: “Don’t be nervous—the Government 
at Washington still lives!” 

Now that Judge Gary, who was the mouthpiece for 
the Steel Corporation, has passed away, I am wondering 
who will speak for the Steel Corporation in future. The 
Steel Corporation could give a few pointers to the Army 
and Navy on the subject of the control of oratory. I 
don’t remember a case where any steel corporation 
official has slopped over as an orator, or in the way of 
writing articles for the public press. Dennis carries on 
the traditions of the organization. 

. 9 


We hear a lot about the Capper and Kelly Bills on 
price maintenance. How many of us have ever read 
either one of these bills? Here is a little information on 
“the subject. On Dec. 5, Congressman Kelly introduced 
the bill in the House of Representatives, and it was 
immediately referred to the Committee on Interstate and 
Foreign Commerce and ordered to be printed. On Dec. 
12, Senator Capper introduced the same bill which was 
read twice and referred to the Committee on Interstate 
Commerce. As the bill is not a long one and as it is 
of paramount importance to the hardware trade in this 
country, I am herewith taking the liberty of reproducing 





Now, can’t I tell these stories. 


the bill verbatim. The same bill was introduced in both 
the Senate and in the House of Representatives. 


A BILL 
“To protect trademark owners, distributors, and the 
public against injurious and uneconomic practices in 
the distribution of articles of standard quality under a 
distinguishing trademark, brand, or name. 


“Be it enacted by the Senate and House of Representa- 
tives of the United States of America in Congress 
assembled. That no contract relating to the sale or 
resale of a commodity which bears (or the label or 
container of which bears) the trademark, brand, or name 
of the producer or owner of such commodity, and which 
is in fair and open competition with commodities of the 
same general class produced by others shall be deemed 
to be unlawful, as against the public policy of the United 
States or in restraint of interstate or foreign commerce or 
in violation of any statute of the United States, by 
reason of any agreement contained in such contract— 

(1) That the vendee will not resell such commodity 
except at the price stipulated by the vendor ; and/or 

(2) That the vendee will require any dealer to whom 
he may resell such commodity to agree that he will not 
in turn resell except at the price stipulated by such 
vendor or by such vendee. 

Sec. 2. Any such agreement in a contract in respect 
of interstate or foreign commerce in any such com- 
modity shall be deemed to contain the implied condition 
that such commodity may be resold with reference to 
such agreement— 

(1) In closing out the owner’s stock for the purpose 
of discontinuing dealing in such commodity ; 

(2) With prominent notice to the public that such 
commodity is damaged or deteriorated in quality, if such 
is the case; or 

(3)» By a receiver, trustee, or other officer acting under 
the orders of any court. 

Sec. 3. Nothing contained in this act shall be con- 
strued as legalizing any contract or agreement between. 
producers or between wholesalers or between retailers. 
as to sale or resale prices. 

Sec. 4. No suit arising out of any such agreement 
shall be brought in any court of the United States in 
any other judicial district than that in which, the defen- 
dant is an inhabitant, or in which he has a regular and 
established place of business. If such suit is brought in 
a district in which the defendant has a regular and 
established place of business, service of process, a sum- 
mons, or subpoena may be made by service upon the 
agent or agents engaged in conducting such business in. 
the district in which suit is brought. 

Sec. 5. As used in this act— 

(1) The term “producer” means grower, packer, 
maker, manufacturer, or publisher. 

(2) The term “commodity” means any subject of 
commerce 

(3) The term “interstate or foreign commerce” means. 
commerce between any State, territory, or possession, or 
the District of Columbia, and any place outside thereof ; 
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or between points within the same State, territory, or 
possession, or the District of Columbia, but through any 
place outside thereof; or within any territory or posses- 
sion or the District of Columbia. 

Sec. 6. If any provision of this act is declared un- 
constitutional or the applicability. thereof to any person 
or circumstance is held invalid, the validity of the re- 
mainder of the act and the applicability of such provision 
to other persons or circumstances shall not be affected 
thereby. 

Sec. 7. This act may be cited as the “Fair Trade Act.” 

* * * 


These bills,-of course, will be attacked by all the 
powerful machinery of the national price-cutters, mail 
order houses, department stores, chain stores, as all this 
class of merchandisers are bitterly opposed to any price 
maintenance plan. The policy of such merchandisers is, 
naturally, to use well-known, advertised brands—at cut 
prices—to serve as a “come-along” to help pull the sale 
of other unknown and highly profitable goods. It is 
therefore clearly up to the manufacturers, jobbers and 
retailers of the country, who realize the absolute neces- 
sity of price maintenance in the selling of goods, to throw 
all their influence back of this bill. The trade associa- 
tions representing the interests of manufacturers, jobbers 
and retailers, should be a unit backing these bills. It 
must not be forgotten that the large interests opposed 
to these bills are well-organized. They have employed 
the very best legal talent to represent them. Unless the 
manufacturing, jobbing and retailing trade associations 
get together and organize for the fight, this legislation 
will either be indefinitely postponed, or the bills will be 
killed. What is needed in the country is propaganda 
through the press, telling just what this legislation means. 
It should be explained—why this legislation is not 
against the interests of the ultimate consumer. 

The trade press of the country should be very active 
in this work. All of the interests of the trade press 
are with the manufacturers, jobbers and retailers, who 
favor price maintenance. On the other hand—the daily 
press is in an entirely different position. The great ad- 
vertisers who support the daily press are department 
stores and chain stores, who almost as a unit will bitterly 
fight price maintenance. It therefore would be only 
natural if the daily press will be found to be opposed to 
price maintenance, and of course, the attitude of the 
daily press is not overlooked by our political friends. 


*x* * x 


I have been very much interested in the drift of the 
“sale-plan” of a certain chain of cigar stores. I can 
remember two or three years ago, when in these chain 
stores, one could buy the leading manufacturers’ brands 
of cigars. As time has passed, I have noted that these 
manufacturers’ brands, one by one, have disappeared 
from their showcases, and their places have been filled 
by special brands owned by this chain. 

One night, recently, I entered one of their cigar stores 
on a prominent corner, here in New York, and one after 
another, I asked for certain well-known leading manu- 
facturers’ brands of cigars. They did not have a single 
one of these brands in stock. I then inquired of the 
clerk just what they did have, and he showed me the 
entire showcase full of special brands owned by this 
chain. In other words, well-known manufacturers’ 
brands had entirely disappeared. It was rather late at 
night and three clerks in the shop were listening to the 
conversation. “Well,” I replied, “I have seen this thing 
coming for several years. I knew the time would come 
when a consumer could not get a single manufacturers’ 





brand in your store. Now, it seems the time has come!” 

Then all of these clerks laughed. In other words, they 

gave me the merry “ha-ha.” So I purchased a three for 

fifty assortment of a brand I had never heard of before. 
- 20 


This little incident of mine tells a very large story; 
first, manufacturers’ brands are to be used by these con- 
cerns, at cut prices, as a “come-along.” The consumer 
forms the habit of going to these stores because he thinks 
he saves money on their prices. As the cut-price manu- 
factured brands are naturally unprofitable, one by one 
in the course of time, they disappear and are replaced 
with special unknown brands. If this evolution is for the 
benefit either of the public or the manufacturer, then 
my kind of thinking is all wrong and crooked. 

ies 


Now the great mail order houses are going a step 
further. They are establishing retail stores in all the 
leading cities. I have been informed that their plan is 
to sell their goods over the counter, in their retail stores, 
at exactly the same prices that are shown in their large 
catalogs. Now, in the past when thesé mail order houses 
made a small cut in price on the suggested resale price 
of the manufacturer, it was not an especially serious 
matter, because the buyer had to go to all the trouble of 
writing up his own order; then of obtaining a postal or 
express money-order ; wait for the goods; and finally, 
when they arrived, pay the postal or express charges. 
The inconvenience, the delay, and extra charges of this 
system, in many cases, offset the advantage in the price 
offered by the mail order house. , Now, however, with 
leading manufacturers’ brands of goods being passed 
over the counter; delivered immediately, without any 
inconvenience in the way of deliveries; without any 
trouble to the consumer and without the necessity of 
buying postal or express money orders, the situation 
takes on, from the standpoint of price cutting, a far 
more serious aspect. 

os 

Manufacturers, whose goods will be offered by these 
retail mail order stores at cut prices, will naturally be 
called upon to make explanations of cut prices to the 
other retail dealers carrying the same goods in the same 
town. If the margins of profit are unsatisfactory to 
the regular retail merchant, he in turn will take up the 
question with his jobber; his jobber will naturally take 
it up with the manufacturer, and the result will be a 
very unsatisfactory and disagreeable situation which can 
only result in sales resistance on the part of the jobbers 
and retailers who have been carrying the goods. 

* * * 


The worst feature of this sales resistance, from the 
point of view of the manufacturer, will be in the fact 
that the retail dealer, on account of the lack of a satis- 
factory profit, will decline to stock the goods. These 
retailers will not invest their capital in a line of goods 
on which the possibility of profits is so small. They 
may take special orders for the goods on a small margin 
—if they can secure such orders; but, of course, we all 
know this is a very unfortunate way for the consumer 
to do business. It will be especially disastrous, in the 
pushing of any manufacturers’ line of goods, if the 
retailer ceases to stock the line—while the mail order 
house carries the goods in stock and passes them out 
over the counter at a cut price. Naturally, if the mail 
order house conducting these retail stores can buy its 
goods from the manufacturer at the same price as the 
jobbers, the retailer, if he pays the jobber a profit, is 

(Continued on page 66) 
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A Desirable 
Hardware Item 


Don’t Let This $30,000,000 
Item Get Away 


The dignity of a home is advanced by a fence harmonizing with the lines of the building 


and enforces the privacy of the grounds 


of $30,000,000 or more per year are not so plentiful 

that the hardware trade can afford to lose them by 
default. This volume of business will pay a lot of 
overhead ; it should be given careful consideration. 

Wire fence is just such a hardware line and it is in 
danger of slipping away from the hardware store. In 
some sections it is more than half gone, and the lumber 
yards, grain elevator companies and others have gained 
thereby. In other sections it-is pretty well retained by 
the hardware merchant. 

There is no reason in the world why the hardware 
store should not retain fence, and sell more and more 
of it. It is traditionally a hardware time. The average 
unit of sa'e is far above the hardware store average. It 
requires little front store space, very little handling, and 
the stock may be kept in a shed or warehouse. It is 
not inconvenient to sell; department stores gladly handle 
a considerable volume of it and surely the hardware store 
can handle it with equal efficiency and profit. 

Of course fence is not a “shelf hardware” item. That 
is all to its credit. The “five and ten” chain stores will 
give you no trouble on fence. Moreover only a limited 


[ 2: s30.0000 L hardware lines that amount to a volume 


a a died 





amount of fence will ever be sold by mail. When con- 
ditions are right for fence building, a lull in the other 
farm work, fields too wet, corn to hogdown, etc., the 
farmer needs his fence “right now.” It is just naturally 
a retail store item upon which the merchant can’ build 
sales with confidence. 

If a basic item like fence slips away from the hardware 
store it inevitably takes other desirable business along 
with it. If the customer goes elsewhere for his fence, he 
is almost sure to obtain his nails, barbed wire and posts 
from the same source, and perhaps at the same time 
will discover a new place to warm his shins and buy 
paint, tools and other things. 

The volume of wire fence business in 1927 was ap- 
proximately $30,000,000. It is a line that is growing in 
importance from year to year. Closely associated with it 
is the steel post business that is growing by leaps and 
bounds. Together they will soon amount to $50,000,000 
and up of retail sales per year. Don’t let this important 
business get away, and don’t get the idea that it is 
strictly an agricultural item. It has a great future, both 
in the rural and urban markets, the real importance of 
which will be discussed later in these columns. 





Rear lawns such as this are greatly improved by the use of fences for play yards, flower gardens, etc. 














HARDWARE AGE for FEBRUARY 16, 1928 


Make One Point Stand Out Plainly 


in Every Advertisement 


Put two kinds of ideas into copy: (1) Telling 
ideas and (2) Selling ideas—and be sure to link 
them to specific items and cuts. 


By Guy Hubbart 


“EWSPAPER space costs 
money, but it sells hardware 
if rightly used. A good ad- 

vertisement is made up of three 
things : 

Copy or printed text; 

Items or merchandise described 
and priced ; 

And ideas, thoughts to connect the 
customers’ needs with the store’s 
goods. 

The advertiser who best handles 
these three things in regularly sched- 
uled space gets the most business in 
return for the advertising money he 
spends. And this is true no matter 
how stiff competition is between 
stores in the same town. 

No matter what his schedule is— 
once a week, twice or .three times a 
week, no matter whether space is 
large or small, the consistent adver- 
tiser sells more goods in the long run 
than the once-a-month or every-so- 
often advertiser. Reason: hardware 
needs by the bulk of customers arise 
and are supplied by the day, not by 
the ‘year. 


Emphasize Something 


Whether your ad has five or forty 
items in it, make some one item stand 
out like a sore thumb. Give it extra 
display, a big, clear cut and a few 
words of interesting copy, a line or 
two of text that is interesting even if 
it has nothing to do with the actual 
selling of hardware. 

Here is a piece of copy used here 
to illustrate the two kinds of ideas 
every piece of copy should have in 
it—Ideas that tell and Ideas that 
Sell: 


“Hammers for Women Car- 
penters with Small Hands” 


“Tt takes a strong hand to handle a 
heavy hammer. Women sometimes 
have to do some nailing or repairing. 
And we carry a hammer especially 
suited to fit small hands and wrists. 
Carefully balanced head, medium 
sized handle, light weight. You do 





not have to be an experienced car- 
penter to use this hammer. And if 
you are a carpenter it’s a good ham- 
mer. Price, $1.10.” 

This copy, or something like it, 
puts a special idea into the heads of 
anyone needing a good hammer—the 
idea of having a light weight ham- 
mer around the house even if the 
family already has several hammers. 
It is a telling idea, and should be put 
in a space at the top or maybe in the 
center of the ad and with a cut of the 
hammer. Beneath it or along side of 
it finish the thought with something 
like this: 

“And besides ‘the Lady Hammer’ 
we carry a full line of regulation sizes 








and weights, three of the best known | 


brands and several kinds and sizes.” 
This is a selling idea. It attracts 


the eye of many general users of | 


hammers and tools. 


The purpose of the specially fea- 


tured hammer, or whatever is fea- 
tured, is to catch the interest of the 
reader and thus lead his interest to 
the other items in the ad. 

People will remember “Hammers 
for Women Carpenters” much longer 
than a heading such as 
for Sale,” which is merely an asser- 
tion, no idea at all. Any store is 
likely to have that head because all 
hardware stores carry and sell ham- 
mers, but it is unlikely that two stores 
with ads in the same newspaper would 
have a heading like the first example. 

Ideas not only sell goods but give 
the ads of a store individuality, a 





“Hammers | 


thing much needed by all hardware | 
stores because of the general simi- | 


larity of stocks carried. 
Anyway, if you advertise at all, 


don't be afraid to be human in your | 
Because all purchasers of | 


copy! 
(Continued on page 70) 


This ad is an example of three sensible prin- 
ciples in hardware advertising—variety of 
items, clear type, display and “New Goods.” 
G. Knowling, Ltd., issue an ad like this on 
a regular twice-a-week schedule in one paper, 
once-a-week in another—three ads a week 


a 
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RUMSEY PUMPS 
Lift and Force 


i] 
ALUMINIUM BUTTER DISH 
Glass Inset 
5Sc., 70c. each 





WOOL CARDS 
1.00, 1.05, 1.10 pr. 
—— WHEELS 

50 each 


SPINNING WHEEL HEADS | 


GRADUATED ALUM. 
SAUCEPAN 
50c. each. 


yy 


ALUM. SUGAR BASIN 
70c. each 





BLACK COAL SCOOP 
A zenuine Barzain 
For only”... .. 02 «55% e&. 


ALUM. SOAP DISH 
With Strainer 
25e. each 


HAMMER HANDLES. 
Price, 18¢. ea. 


SHINGLING HATCHET 
HANDLE 
dc. ea. 


Ey 


AXE HANDLES—36 inch. 
Single and Double Bitted, first quality. 


Also in stock: 
Pick, Sledge, Adze and Machinists’ Hammer Handles. 





Son :— 
Son:— 





“What isa taxidermist?” 
Father:—“He skins animals.” 

“Well, what is a taxi driver?” 
Father:—"He skins humans.” 


—"Hardware Age” 











IMP SOOT DESTROYER 
15e. ea. 





NEW 
GOODS 


JUST ARRIVED 


Pag Rivets 
. and Sheet [ron 

Bolder, Inget Tin 
Sheet Zinc 
Brass Fire Irons 

orbs, Cutlery 
Alum.niumware 

Shovels, Round and 

Square Top Handled. 
Enamel Boilers and Dish 

Pans. 
Drills 

and 
Speed Radio Tubes 
2.00 ea. 











BARGAINS! 
BARGAINS! 
See Our Bargain Counter 


BLADE RAZORS 
Reg. price:, 45, 80, 1.20 ea. 


Sa‘: price .. 35, 50, 80 ea. 
SAFETY RAZORS 

Reg. price.. .. .. ..25¢. ea. 
Sale price .. .. .. ..18¢. ea. 
TACSLE KNIVES 

Reg. price... .. ..7.40 doz. 
Sale Price .. .....3.80 doz. 
DESSERT KNIVES 

Reg. price .. .. ..7.00 doz. 
Sale price .. .. ..3.25 doz. 


STEDNO = FOOD 
WARMER: 


Regular ..,... «« --3.30 ea. 
Sale price .. .. .. ..2.50 ea, 
STERNO SAD IRON 
OUTFIT 

Reg. price... .... «+ ADO ea. 
Sale price., .- -70¢, ea. 


U. CAN HAIR curren 
Regular .. carn o« 
NO@W.c cc occ 7350 


SHINGLING HATCHETS 
35e. 





G. Knowling 
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J. M. Lashley 


has two good reasons 
for selling 


Auto Accessories 


HEN a hardware merchant with a record of 

thirty-five successful years features a line of 

merchandise and makes a definite appeal on the 
sale of that line you can be sure he has some very good 
reasons for such action. J. M. Lashley the owner and 
operator of the retail hardware firm by that name in 
Strasburg, Va., gave us two very strong reasons for his 
steady attention to the needs of the motorists. In the 
first place he finds his sales of accessories, showing some 
yearly increase and each year a definite satisfactory 
profit. There need hardly be any further reason but 
Mr. Lashley has a good slant that many dealers may not 
have considered. His second reason is that the stock of 
auto accessories offers a protection to that part of tool 
business which is done among the motorists, in tools and 
kits particularly suited for auto use. 

He says the hardware man is obviously the logical 
source of supply on all tools but that he is just so 
much more a factor in the sale of auto tools if he has 
some general accessory trade. 

Mr. Lashley’s stock of accessories represents careful 
buying of quality items in constant use. He handles 

, tires, tubes, tire gages, tire valve cores, dust caps, auto 
lamps, spot lights, tail lights, stop lights, Ford timers, 
horns, spark plugs sponges, chamois, polishes, tire re- 
pair kits, tire tools, auto tool kits, fan belts, wire, jacks, 
pumps and the other kindred standard replacement items 
which will always be in demand. He avoids jimcracks, 
but then he does the same thing in any other depart- 





d Selling ] 


Accessories in 
Old Virginia 
HIS neat little 
hardware store in 

Strasburg, Va., is 
owned and operated 
by J. M. Lashley, who 
finds the line a profit- 
able and growing one. 
The old counter has 
been moved to the 
back of the store to 
accommodate the cash 
register and the wrap- 
ping. The aisle is free 
of obstructions and 
t he representative 
stock of merchandise 
is easily visible. Gen- 
erous show windows 
are provided in the 
structure and service 
to the passing motor- 
ist is assured by the 


three gas pumps. 2 
~ 











ment. One full show case and half of another display 
his lirie. An occasional window helps the demand. 

As shown in one of the pictures there are three gas 
pumps in front of the Lashley store. Two grades of gas 
are handled and oil in all grades of one brand is regular 
stock. With the exception of the gasoline all of these 
lines are handled on a strictly over the counter mer- 
chandise basis. Oil is sold in cans of any desired 
quantity, but the gas of course must be pumped into 
the motorist’s gas tank. 

Though there is not a wide profit margin in the 
sale of gasoline alone, two or three pumps bring a 
certain amount of business with no additional overhead 
and with only a moderate extra investment. What the 
gas service does do is attract many additional sales not 
only for the auto accessory department but also for 
every line in stock. It makes Lashley’s the natural first 
stop for the farmers coming to town. It attracts a rea- 
sonable amount of strictly transient business to the store 
and is generally a potent factor for building good will 
and bringing people to this store. 

Thirty-five years ago in Danville, W. Va., Mr. Lashley 
entered the hardware business. He has only been in 
Strasburg four years but they have been four active 
and profitable years. 
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EVERYBODY’S BUSINESS 


By Floyd W. Parsons 


Unexpected Discoveries Remold Industries 


wise in order to draw a correct balance between the 

many op- 
posing _ forces. 
It was the aim 
of our  fore- 
fathers to make 
machines that 
would do the re- 
quired work in 
satistac-= 
tory fashion. 
They did not 
consider it nec- 
essary to make 


Si has become so complex that one must be very 


























their devices 
pleasing to the 
eye. As a re- 
sult art was 
something for 
museums. Ser- 
viceability was 


the only goal. 
The first Ford 
car was built on 


these _ specifica- 
tions. Art was 
kept alive 


largely by char- 
ity, and the ge- 
nius having the 
ability to create 
beauty was ex- 
pected to exist 
half fed in an 
attic with none 
of the security 
of livelihood en- 
joyed by mem- 
bers of the more 
practical profes- 


Ditching Ma- 
chines Reclaim 
the Everglades 


GRD 


House Insula- 
tion Starts 


sions. 

This has all Sugar Growing 
changed. Ma- in Florida 
chine methods 
quickly created 


an excess of productive capacity. Consumption was out- 
run. Super-salesmanship became necessary, and the 
more alert leaders of industry immediately grasped the 
opportunity to draft the artist and capitalize beauty. 

As a result the world is being painted with color and 
everyone has joined in the assault on drab and ugly 
things. Goods and packages have been re-designed. 
Chain restaurants that resembled hospitals have added 
gay tints to their furnishings. A railroad has gone su 
far as to have its locomotives decorated in green and 





gold. Plumbing fixtures are produced in every hue, and 
manufacturers generally have joined the procession 
headed toward style and beauty. 

The old-fashioned store has given way to the smart 
shop where tables take the place of counters, walls are 
tinted and the furnishings throughout suggest the atmos- 
phere of an artistic home. Mere utility is not enough. 
We insist on living and working in a more pleasant en- 
vironment. In the meantime the artist who loathed the 
idea of commercialism is not only eating more regularly, 
but finding that he is exercising his talent in a worthy 
cause. 

But there is a limit to the number of colors we can 
employ. We are proceeding at a pace that will soon 
exhaust the larger possibilities of the element of style 
and the appeal of beauty. In hundreds of directions we 
are coming close to the peak of consumption. Folks 
can eat, wear and use only so much. High-intensity ad- 
vertising and salesmanship are not sufficient. The prob- 
lem is rapidly resolving itself into a matter of cost. 

The same science that made our new life possible 
now becomes more vital than ever in the struggle to 
maintain commercial supremacy. Still greater changes 
are coming, especially in the field of new materials. 
Perhaps the best 
way to get a 
good line on ap- 
proaching devel- 
opments is to 
give a_ hasty 
glance at what 
is going on 
around us. 

A few years 
ago it would 
have appeared to 
be a far cry from 
house insulation 
to the manufac- 


ture of sugar. 
But not so to- 
day. It seems 
only yesterday 


when a little 
company was 
formed for the 
purpose of making our buildings more nearly heat-proof 
and sound-proof. After an expenditure of considerable 
time, money and effort, this concern employing one hun- 
dred and fifty men, started in producing thirty thousand 
feet of insulation a day. Now the same corporation em- 
ploys six thousand people and its output totals nearly 
1,500,000 feet daily. 

The best raw material for use in manufacturing insu- 
lation is crushed cane fiber. But the best source of 

(Continued on page 64) 











Twenty-sixth Annual Convention Held by 
Mountain States Association 


HE twenty-sixth annual convention of the Mountain States Hardware 

and Implement Association was held in the Cosmopolitan Hotel, 

Denver Colo., on Jan. 17, 18 and 19, 1928. 
the Mountain States had assembled in the hotel on Tuesday morning, the 
17th, when President Ned R. Brown, Burlington, Colo., called for order. 
R. J. Atkinson, Brooklyn, N. Y., president of the N. R. H. A. and P. M. 
Mulliken, Elgin, IIl., secretary of the Illinois Retail Hardware Association, 
were introduced to the convention and spoke briefly. 


The afternoon session was opened by 
the appointment of nominating, auditing, 
and resolution committees, after which the 
main speaker of the afternoon was in- 
troduced. 

Speaking on “The New Competition,” 


N. R. H. A. President, R. J. Atkinson, | 


said in part: 

“Fundamentally, there is not a bit of 
difference between the conditions of dis- 
tribution in Denver, Colo., if you please, 
and those of New York State. You are 
facing practically the same proposition 
fundamentally. . . You are facing the 
new competition just as strong, you men 
of the cities and the larger towns—per- 
haps it has not come in‘as direct a manner 
to the dealers in the small towns—but it 
is coming. Now is the time to prepare 
for it. We did not think it would come 
years ago. When I saw the first Five 
and Ten Cent Store open in our neighbor- 
hood, I used up a sheet of foolscap fig- 
uring how it could not be done, but when 
I saw the Woolworth Building go up in 
New York City, forty, fifty or sixty stories, 
built on ten cent sales, I changed my 
mind. I didn’t see the condition, although 
it was there and got past me. You, gentle- 
men, in these smaller towns have a. chance 
to face the condition before it gets to 
you; and that is the thing I would like 
to impress upon you. 

“We have thought of competition as 
largely a price or value proposition and 
here is where we are making a mistake. 

“The New Competition is the pressure 
of industry for a larger share’ of the 
consumers’ dollars. ’ 

“We have seen large selling units de- 
velop such as department stores, mail or- 
der houses, chain stores, district selling 
units, etc., and each making more or less 
inroads into a business which we have re- 
garded as an inherent heritage of ours 
and which no one need apply without first 
getting our sanction. 

“We have drawn our own conclusions 
about ours being a special calling and 
how the public should accept our service 
and merchandise as we would have it, 
rather than as they themselves wanted it. 

“We sold only first-class tools, despite 
the fact that thousands of householders 
were seeking tools of a cheaper grade for 
their odd jobs. ‘ 

“The National Retail Hardware Asso- 
ciation has recognized this New Competi- 
tion or competition of industries and at 
their Mackinac Congress last June built a 





Hardware men from all 


program that could help their dealers who 
were willing and anxious to better them- 
selves to meet this new business angle. 
“Their program was divided into six 
separate studies. They were the New 








Edward Troxel 
Newly Elected President 











Competition, Merchandise and Merchandis- 
ing, Arrangement and Display and Busi- 


ness Control, Merchandise Control and | 
Organization and Managemenj. Each of 
these studies was given to a committee of 





Ned R. Brown 
Retiring President 











three for intensive study and to formulate a 
report. This report was read and adopted 
at the Congress in June and became a 
text book that, studied and applied by any | 





progressive hardware man, will surely 
spell success for him. 

“The problem of the hardware man is 
no greater today than the problem of any 
other business man. You are facing a 
competition of brain power and the only 
way that you can possibly meet it is to 
avail yourself of every possible means of 
studying it. No better means, to my way 
of thinking, than to avail yourself of the 
knowledge and experience of your State 
Secretary and your National Hardware 
Association. Their experience is based 
on concrete studies and knowledge ob- 
tained by organization facilities that are 
not within the power of the individual to 
obtain. 

“They are in direct contact with the 
courses of distribution, through their mem- 
bership in the Hardware Council, and rec- 
ognize that an orderly system of distribu- 
tion must receive their best thoughts and 
study and at their recent meeting in New 
York gave practically their whole atten- 
tion to this important study. 

“During the earlier years of retail as- 
sociation work, its efforts were chiefly 
defensive, expressing the inclination of 
members to place upon others most of the 
blame for trade evils and to expect help 
from them. 

“In the past decade, however, focus has 
been of an entirely different character. 
Retailers have been urged and shown how 
to do the things they can and should do 
for themselves. 

“Marked progress has been made in this 
direction, but there is still much to be 
atcomplished. The average hardware mer- 
chant has not yet fully learned to follow 
the experience and counsel of leaders. He 
is more inclined to agree than to apply. 

“Solution of the problems of the re- 


| tailer arfd the application of that solution 
| by him, remains a major problem of the 
| wholesaler as well as of the retail mer- 
| chant.” 


At the conclusion of his address, Mr. 


| Atkinson conducted a Question Box dis- 
cussion. 
| tive and thoroughly enjoyable. 


This proved interesting, instruc- 
At the 
Wednesday morning session, P. M. Mulli- 


| ken, secretary of the Illinois Association, 


addressed the members, choosing as_ his 


| subject, “Business Control.” 


Mr. Mulliken explained by citing prac- 
tical experiences and the use of charts how 
the hardware merchant may keep his finger 
on the pulse of his business at all times 
during the year. His talk, which embraced 
stock control also, was followed by his 
hearers who were given work sheets to fill 
in as the speaker proceeded with the actual 
figures of a hardware business. 

At the Thursday morning session, E. M. 
Luke, district sales manager for Armour 
& Co., Chicago, Ill., spoke on Merchandise 
and Merchandising. 

Mr. Luke said he believed that the same 











plans operated in the retail business as in 
the wholesale, and made a plea for efficient 
budgeting throughout the business. Sales 
quotas should be budgeted to a reasonable 
basis which brings out all the resourceful- 
ness of the salesman. He concluded by 
stating that it is the thought of nearly 
everyone in the mercantile business that 
the year just started gives promise of being 
the most prosperous we have experienced 
in this country in a great many years. 

L. V. Aspinwall of the Extension De- 
partment, University of Colorado, ad- 
dressed the afternoon session of the con- 
vention. Talking on Arrangement and 
Display, Mr. Aspinwall asked the delegates 
to think over the following: 

“The elements of a sale: Attention, In- 
terest, Desire, Belief, Action based on 
will to act. Traffic rules are reflex ac- 
tions and hold as true within a store as 
on the street or anywhere else. How 
far will customers go for staple goods? 
What item in the hardware business has 
the highest rate of turnover and why? 
Where would you locate this item and 
why? What closely related items should 
be located alongside of this item? Do 
these items suggest a group or class of 
merchandise that might be called a sep- 
arate department? What staple item 
comes next in your mind as a rapid turn- 
ing item? What other items in perhaps 
another line of goods might be suggested? 
How can we make the fact of these items 
being rapid sellers work for us to produce 
sales? Why do people often buy goods 
that they did not have in mind especially 
to buy? What items of merchandise carry 
relatively the highest mark-up and the 
smallest turnover? Can we employ these 
facts in a way that we might produce 

















more profit paying sales? Can you see 
any reason why high mark-up _ goods 
should be given more space and _ better 
display? In what part of the store are 
displays most important? Begin to lo- 
cate goods mentioned on the model single 
unit store drawn on the blackboard. Ex- 





W. W. McAliister 
Secretary 


plain the use of center tables, something 
about their makeup and how they can be 
arranged to regulate traffic. Office should 
be on the righthand wall at the rear. 
Slightly raised, within full view of the 
whole store, so that the store can be 


viewed. There should be no obstructions 
to hinder customer’s view of the whole 
store. 


“Is there a necessity for better store 
arrangement ? 
“When you 
and roughly 


sit down 
actual ar- 


men get home 
sketch out the 
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rangement of your own store and then 
draw a floor plan of your room to a scale 
and actually give the dimensions. Send 
these in to the University of Colorado 
to the Bureau of Business Research. We 
will work out a suggested plan on your 
drawing and return it to you. In the 
meantime we are going to make a better 


| connection with your own National Asso- 


ciation so that with their help we may be 
able to form a standardized plan that will 


| in principle apply to each of your indi- 


vidual problems.” 

The auditing committee made its report 
at the conclusion of Mr. Aspinwall’s talk. 
It reported that the association was en- 
tirely out of debt and all convention ex- 
penses were paid. The resolutions com- 
mittee suggested that a vote of thanks be 
given to the speakers. This motion was 
passed unanimously by the entire conven- 
tion. 

The nominating committee was then 
asked for its report, which was as follows: 
President, Edward Troxel, Denver, Colo. ; 
first vice-president, B. F. Early, Laramie, 
Wyo.; second vice-president, George Rob- 
erts, Clovis, N. M. J. F. Schmidt, Delta, 
Colo., and D. S. Nevius, Lamar, Colo., 
were nominated for the board of directors. 
The report was accepted and the officers 
elected by unanimous vote. 

Newly elected president Edward Troxel 
was brought to the platform and thanked 
the association for the honor conferred 
upon him and called upon his fellow offi- 
cers for short speeches. 

Secretary W. W. McAllister, to whom 
much credit must be given for the success 
of the convention, brought the final ses- 
sion to a close by asking all to attend the 
N. R. H. A. Congress in June. 


The Penalty of Leadership 


N every field of human endeavor, he that is first must 

perpetually live in the white light of publicity. 

Whether the leadership be vested in a man or in a 
manufactured product, emulation and envy are ever at 
work. 

In art, in literature, in music, in industry, the reward 
and the punishment are always the same. 

The reward is widespread recognition ; the punishment, 
fierce denial and destruction. 

When a man’s work becomes a standard for the whole 
world, it also becomes a target for the shafts of the 
envious few. 

If his work be merely mediocre, he will be left severely 
alone—if he achieves a masterpiece, it will set a million 
tongues a-wagging. 

Jealousy does not protrude its forked tongue at the 
artist who produces a commonplace painting. 

Whatsoever you write, or paint, or play, or sing, or 
build, no one will strive to surpass or to slander you, 
unless your work be stamped with the seal of genius. 

Long, long, after a great work or a good work has 
been done, those who are disappointed or envious, con- 
tinve to cry out that it cannot be done. 

Spiteful little voices in the domain of art were raised 
against our own Whistler as a mountebank, long after 
the big world had acclaimed him its greatest artistic 
genius. 


Multitudes flocked to Bayreuth to worship at the 
musical shrine of Wagner, while the little group of 
those whom he had dethroned and displaced, argued 
angrily that he was no musician at all. 

The little world continued to protest that Fulton could 
never build a steamboat, while the big world flocked to 
the river banks to see his boat steam by. 

The leader is assailed because he is a leader, and the 
effort to equal him is merely added proof of that leader- 
ship. 

Failing to equal or to excel, the follower seeks to 
depreciate and to destroy—but only confirms once more 
the superiority of that which he strives to supplant. 

There is nothing new in this. 

It is as old as the world and as old as the human 
passions—envy, fear, greed, ambition, and the desire to 
surpass. 

And it all avails nothing. 

If the leader truly leads, he remains—the leader. 

Master-poet, master-painter, master-workman, each in 
his turn is assailed, and each holds his laurels through 
the ages. 

That which is good or great makes itself known, no 
matter how loud the clamor of denial. 

That which deserves to live—lives. 

(Copyright, 1914, Cadillac Motor Car Co.) 
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Hoosier Hardware Men, in Convention, Study 
“Better Merchandising” 


HE twenty-ninth annual con- 

vention of the Indiana Retail 

Hardware Association, held in 
Indianapolis Jan. 31 to Feb. 3, was, 
in many ways, a replica of the Na- 
tional Retail Hardware Association 
Congress of last June. The same 
three major topics, “Arrangement 
and Display,” “Business Control” and 
“Organization and Management,” all 
bearing on the general subject of 
“Better Merchandising,” as were cov- 
ered in the comprehensive committee 
reports at the national meeting were 
the subjects under discussion at the 
Hoosier gathering. 

The first session of the committee was 
opened with the customary reports of the 
officers. President George Bartel, in his 
“message,” urged those present to make 
more use of the helpful ideas that were 
brought out in association meetings and in 
the trade papers. 

“Too often we hear a splendid talk or 
read a good article or see a successful 
demonstration of profitable merchandising 
and then give them but little consideration. 
‘What can I get out of that?’ should be the 
question in our minds as we see, hear or 
read about those things that have, beyond 
question, proved of value to others,” 

G. F. Sheely, secretary and treasurer 
of the association, in his report stated that 
the dealers must watch for new lines and 
discard the old when they became un- 
profitable to handle. He urged the rec- 
ognition of changing conditions and new 
competition. 

The foundation of the entire convention 
program was laid in the address given by 
Ralph E. Heilman, dean of the school 
of commerce, Northwestern University, 
Evanston, Ill., who traced the history of 
retail: merchandising, its practices and its 
ethics, from the time of the itinerate ped- 
dlers of the Revolutionary War period to 
the present time. He pointed to the ad- 
vance in standards of living which had 
brought about new types of merchandise 
and new methods of selling. He said that 
compétition was no longer the simple 
rivalry between merchants in the same 
business, but had become a struggle be- 
tween merchants in different lines, between 
various industries and even between com- 
munities, for a share of the consumer’s 
dollar. 

Paul J. Stokes, manager of the National 
Retail Hardware Association’s research 
service, spoke briefly on the subject, 
“Outlook for Hardware Sales and Prices,” 
and pointed out the various industrial fac- 
tors which indicated a rather bright out- 
look. for the retail hardware business for, 
at least the first half of this year. He 
warned, however, of the disturbing ele- 
ment of unpaid for installment sales, 

National Secretary H. P. Sheets gave at 
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the close of the first session, as he did at 
each succeeding session, a brief summary 
of the discussions, stressing the high lights 
of each speaker’s talk. 

At the second day’s session, George B. 
Sprowls, Claysville, Pa, was the first 
speaker on the subject of “Arrangement 
and Display.” Mr. Sprowls, who was a 
member of the committee which reported 
on the same subject at the national meet- 
ing last summer, stated that chain store 
competition was rapidly disrupting the 
established three link chain of distribu- 


Chas. C. Bryan 
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tion — manufacturer, wholesaler and re- 
tailer. 

He also urged better window and store 
displays and cited his experience in his own 
store in the advantages of open display 
tables, which had increased the volume of 
his sales 25 per cent. 

J. F. Hornaday of Richmond, Ind., said 
that imitation of chain store methods would 
not in itself bring success, but that bet- 
ter individual methods were needed. B. G. 
Shanklin, Frankfort, Ind., was of the 





opinion that speed and service were modern 
demands and spoke for a more careful 
grouping of kindred items in merchandise 
displays. H. K. Adams, Greensburg, Ind., 
spoke of his experience with special sales. 

The next speaker was Carl V. Haecker 
of the Frank Burke Hardware Co, 
Waukegan, IIl., whose articles on window 
trimming appear from time to time in 
Harpware Ace. With the use of charts, 
Mr. Haecker brought out that to be suc- 
cessful a window display must attract 
attention, arouse desire and _ stimulate 
action. Under attracting attention he 
listed such factors as moving display, dis- 
play, distinctive backgrounds, harmonizing 
colors, seasonable items, holiday displays, 
clever ideas and a constant change of ideas. 
For arousing desire he pointed out the 
grouping of items, handles to the front, 
cleanliness, straight lines, goods elevated 
at the back, center of displays higher, and 
the use of spot-lights. 

As simple rules which will do much 
toward making window displays sell mer- 
chandise, Mr. Haecker gave “know your 
community, make some one person respon- 
sible, plan displays in advance, change 
displays regularly, show goods slightly in 
advance of the season, observe and check 
results, advertise in conjunction, keep sales- 
men informed and use trade journals.” On 
this last point he was very emphatic and 
said in part, “Use your trade papers for 
the information found in them would cost 
us hundreds of dollars if we had to ex- 
periment and find out for ourselves.” 

The session of the third day was given 
over to an explanation of the system of 
Business Control designed and advocated 
by the national association. Scott Ken- 
drick, Flint, Mich., who was chairman of 
a committee on the same subject at the 
national convention led the discussion and 
his remarks were supplemented by Secre- 
tary H. P. Sheets and H. W. Brevig of 
the national association office. The entire 
plan, as explained by Mr. Kendrick, is 
merely budgeting in advance for each 
month of the year the expenses, sales and 
purchases. After using this system in his 
own store for over a year he considered 
it essential to the successful conduct of 
any retail store, large or small. 

Hugh C. Ross of Jackson, Tenn., opened 
the last session of the convention with his 
address on “Organization and Manage- 
ment.” Mr. Ross was also chairman of 
the committee reporting on his subject at 
the national convention and he prefaced his 
address by listing the following factors 
which he considered necessary to be fully 
understood as a foundation for sound or- 
ganization policies: (1) The function of 
retailing from the standpoints of both cus- 
tomer and merchant. (2) The problems 
connected with the financing of a business. 
(3) The kind of merchandise to buy, when 
and where to buy and the right price to 
pay. (4) The character of the trading 
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area, its source of income, kinds of goods 
required and the prices it will be willing 
to pay. (5) How to select, train and pay 
his employees. (6) A study of business 
conditions to determine how they effect 
the prices he pays for merchandise and 
the purchasing power of his customers. 
(7) The necessity of keeping pace with 
changes in buying habits of the public, 
competitive methods and developments in 
merchandising practice. (8) An adherence 
to the proper standards of business ethics.” 

He further said: “The customer expects 
the retailer to perform certain functions, 
including: Stock the goods the consumer 
wants, supply the merchandise at prices 





consistent with quality, display the mer- 
chandise in ways that facilitate selection, 
know the quality of the goods so as to 
properly assist the customer in the choice 
of the item best fitted for his requirements, 
suggest new uses for merchandise, and 
furnish such services as credit, delivery 
and so on as will best meet the require- 
ments of the community. From the re- 
tailer’s viewpoint, his business should give 
an opportunity to serve his community with 
an adequate profit to compensate for the 
risks which attend the conduct of any 
business.” 

The last address of the convention was 
that of Charles M. Newcomb, Cleveland, 








Ohio, and was purely an inspirational talk. 

Just before the final adjournment the 
following officers were elected for the 
ensuing year: president, Cecil W. Miles, 
Corydon; first vice-president, Charles C. 
Bryan, Tipton; second vice-president, A. 
Gunn Haydon, Rushville; while L. M. 
Pletcher, Delphi, was elected to member- 
ship on the board of directors to serve 
with I. O. Reinoehl, Kendallville, and 
William Emrick, Jr., Indianapolis, whose 
terms are unexpired. The new board at 
their first meeting, held immediately after 
the convention, reelected G. F. Sheely as 
secretary and treasurer. 


Oklahoma Convention a Real Course 
in Merchandising 


A liberal course in merchandising developed from the program pre- 
sented at the 25th annual convention of the Oklahoma Hardware and 
Implement Dealers’ Association in Harding Hall, Jan. 24, 25 and 26. Special 
emphasis was laid upon merchandise and business control, store arrange- 
ment, display and salesmanship by nationally known experts in their specific 
lines. Through resolutions, the convention went on record as favoring the 
work of the National Association tending toward correcting the existing 
abuse by public electric utilities companies in placing with their customers, 
electric appliances on long terms and at reduced prices. 


Following an invocation by T. J. Mor- 
row of Temple, the convention swung into 
action under the gavel of B. U. Rector, 
president, with an address of, welcome by 
Edward Overholser, president, manager of 
the Oklahoma City Chamber of Commerce. 
Merchandising is becoming a greater prob- 
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lem every day, Mr. Overholser said. “The 
individual brain is not sufficient to cope 
with the problems of the retailer today, 
but all the brains of organization are 
needed to keep you abreast of the times. 
The success of your competitors who are 
invading the hardware realm of merchan- 
dise, is largely due to the highest type of 
organization.” 

Co-related with this thought was the 
key address of the first session on “Catch- 
ing Up With Retail Competition,” by B. 
Christiansen, secretary of the Wisconsin 
association. In part, he said: 

“The retail business is entering a stage 





of confusion and merchandise is every- 
where, seeking the customer. A craze for 
volume is blurring the vision of the mer- 
chant and side lines are added until the 
store becomes a cafeteria. It is probable 
that stores, that will give you greatest 
competition five years hence wil! have 
gone a step or two beyond anything that 
we have conceived at this time, in getting 
merchandise to the customer at the lowest 
possible cost to him. These stores will 
prosper in proportion as they lower dis- 
tribution costs, even when this is effected 
at a sacrifice of some of the so called 
necessary service. 

“The stature of the coming business 
man is going to be determined by the 
distance he can project himself into the 
future. Business has awakened and the 
changes are kaleidoscopic in their rapidity 
and variety. In spite of the losses sus- 
tained by small retailers, Wall Street has 
awakened to substantial earning power of 
retailing as an industry. Retailers are be- 
ing watched, checked up and hand picked 
and many will be absorbed in national con- 
solidation. The rest will have to paddle 
hard to keep their canoes right side up in 
the wake of the big liners. Merchants who 
realize this and prepare for the emergency 
will remain amid stream by adopting the 
new merchandising methods. 

“There are fiifty lines that belong in a 
hardware store, now being offered in the 
chain stores, and their volume has doubled 
in the last eight years. The alternatives 
are either to sell more staples and con- 
venience goods, which will be difficult; or 
to specialize in such lines as require high 
class servicing in connection with their 
sale, 





“Builders’ hardware will probably not 
be sold in quantities in chain stores cater- 
ing to a high turnover of popular lines. 
Nor will sporting goods—nor such lines as 
electric washers, stoves, furnaces, radio, 
fancy glassware, gift goods, electrical mer- 
chandise such as require technical knowl- 
edge of their uses and operation, and they 
will fit nicely into the stock of a hardware 
dealer. Service merchandise is not a pet 
of the chain store, and it pays liberal 
profits. Specialty merchandising, however, 
must parallel the chain store in methods 
and display. People are being educated 
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and nothing but the best in retail merchan- 
dising pleases the public today. 

“Thus the hardware store that will hold 
its own five years hence, will be the one 
that combines in one, the good points of 
the chain, with the service features of a 
specialty store, and charges accordingly.” 

Important points in store arrangement 
and display were emphasized in an in- 
formal talk by Harold W. Bervig of the 
National Association, at the get-together 
meeting, Tuesday afternoon. Observation 
has proved that when a customer enters a 
store he has an inclination to turn, after 
he has traversed about 20 or 30 ft., and 
this is the logical place for a side aisle, 
the speaker declared. Further observa- 
tion has revealed that the impulse to buy 
is not fully developed until the average 
customer has reached this point. There- 
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fore this is the best location for a display 
stand, he said. 

The width of aisles is important, he 
contended. All aisles running from the 
front to the rear of the store should be 
not less than 6 ft. wide, and cross aisles 
should be not less than 4 ft. 

The speaker stressed the desirability of 
a deep stand maintaining that it will sell 
three times as much merchandise as any 
other type. He stated further: “Arrange- 
ment of merchandise is the most impor- 
tant factor in table display, with sym- 
metry and correct order as outstanding 
features. As examples, in showing alarm 
clocks, all handles at the top should be 
turned at the same angle, and all labels 
should be in direct line. 

“In the matter of arrangement, low cen- 
ters with higher ends are preferable to 
pyramid style because the latter directs 
attention from merchandise placed at the 
ends, while the former arrangement equal- 
izes attention to all pieces in the display.” 
The advantage of price marks on all ar- 
ticles was accentuated by the speaker. 

sasing his arguments upon the old plati- 
tude “No chain is stronger than its weak- 
est link,” Ralph W. Carney, sales promo- 
tion manager of the Coleman Lamp and 
Stove company of Wichita, Kan., delivered 
the key address of Wednesday morning. 

“The weak link in the average mer- 
chandising system is the retail salesman, 
and how to weld that link into greater 
strength should be of the most profound 
interest to retail dealers, as well as to job- 
bers and manufacturers, for an article is 
not sold until it is in the hands of the 
satisfied customer,” he said. 

Referring to the intensive training given 
manufacturers’ and jobbers’ salesmen he 
urged even more training in salesmanship 
being given the retail salesman. In reality 
the retail clerk is the only salesman, he 
stated. 

“T wonder if the retail salesman has a 
sense of responsibility to those who are 
betting on him, and to the amount. of 
money that is being staked on his ability 
to distribute the products he finds in his 
stock. Manufacturers and distributors are 
spending huge sums in advertising and 
sales promotion to create ‘desire to pur- 
chase’ in the customer's mind. The actual 
purchase has to be made through the clerk. 
If he fails at his task, because of the lack 
of knowledge of his goods—because of 
lack of proper study of his customer— 
because of lack of ambition or courtesy— 
because of lack of demonstrating knowl- 
edge—or because of the lack of any of 
these things that he needs to know—then, 
you see, the sales, thousands of them half 
made through advertising—the sales created 
up to the point of sending the customer 
into the store to inquire about the goods, 
are lost. Because the retail clerk could 
not complete the process. 

“If you can’t build up your sales to dis- 
pose of your stock, reduce your stock to 
meet your sales,” said Mr. Bervig in ad- 
dressing a get together meeing on Wednes- 
day afternoon, on the important topic 
ot “Merchandise Control,” find the best 
sellers in each line and keep an adequate 
stock of that item—and a sample stock of 
Among the outstanding messages 








brought by the speaker, from the National 
Association, were: 

“Based on investigation and study of 
individual hardware store operation the 
association suggests closer concentration of 
purchases, and of source of purchases. If 
your account is scattered among half dozen 
wholesalers, it is of little value to any 
of them. Two wholesalers, besides the 
manufacturers’ lines you may handle, 
should be sufficient. Dealing with these 
two, places you in position to obtain spe- 
cial consideration, and gives you better 
opportunity for replacement. Then too, 
you, your clerks and your customers learn 
to know this merchandise thoroughly.” 

Advocating the use of merchandise con- 
trol records, the speaker outlined the bene- 
fits of properly arranged records: “The 
test for the use’ of merchandise control 
records depends on whether they will en- 
able the business to make more profit than 
the cost of operating them. There are two 
kinds of merchandise control—department 
control and unit control. We will deal 
specifically with the latter, which if prop- 
erly conducted will enable the merchant 
to operate on facts instead of guesswork. 
It will acquaint the merchant with the 
time, and amount of each purchase and 
whether it has left him with an overstock, 
at the close of the season. It will indi- 
cate the retail price that is most popular 
with the customer; and he will know 
whether his range of prices need con- 
traction or expansion. 

Unit control records will help him to 
know the time to display merchandise, 
and will give detailed information in re- 
gard to kinds, sizes and finishes, without 
which buying cannot be done intelligently. 

Specific suggestions for securing mer- 
chandising control included a customer's 
want slip placed in the hands of every 
salesman—one slip to be signed and turned 
in each day. 

If no wants are recorded, the salesman 
should write that fact on the slip and 
sign his name. This will insure that cus- 
tomer requests for merchandise not in 
stock, will receive consideration. 

At the closing session, Thursday after- 
noon, Harry R. LaTowsky, manager of 
sales education and promotion of the 
Dupont company of Chicago gave the 
members a number of ideas on increasing 
the sale of paint, and how to obtain profit 
from these sales. 

He stressed the value of recognizing 
and cooperating with the “Color in Your 
Home” movement, stating that the lacquer 
and duco business increased 47% per cent 
the first six months of 1927. Prospects 
for paint customers he outlined as 75 out 
of every 100 homes need painting; 75 
out of every 100 automobiles need paint- 
ing; 80 per cent of the farm houses, 80 
per cent of the stores and 50 per cent 
of the churches need painting. 

He advocated locating the paint depart- 
ment in the front of the store, with a 
good display of material, easy chairs, and 
finished pieces where the people could 
handle them. He urged putting color in 
the stores. 
colorful displays, and show 
chandise as it should be shown. 
demonstrator and encourage a prospective 
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customer to try her hand at painting. It 
is estimated that 51 per cent of the people 
have never painted anything,” he said. 

The speaker suggested close cooperation 
with such movements as manual training 
classes in the schools, even to the point 
of making demonstrations before the stu- 
dents; of making paint surveys, and ty- 
ing in with the spring clean-up campaigns. 

“The style element is important even in 
the hardware business,” he explained. “If 
an article has a little touch of paint on 
it, it will sell more readily than the one 
that has not” he said, citing milk pails 
with a colored band at the top, brooms 
with a touch of color on the handle, etc., 
as selling more easily than those without. 

The paint department in the average 
hardware store should turn over four 
times a year, he said. “Paint can be your 
fastest line if you will push it. The av- 
erage turnover in the whole store is 2.26 
per cent, and the paint can spin around 
four or five times while the rest of the 
stock is turning once.” 

J. I. Dennison, of Hobart, was elected 
president for the ensuing year; A. G. 
Hoge, Oklahoma City, first vice-president ; 
and R. S. Goffe, Sulphur, second vice- 
president. B. M. Hippard of Watonga, 
Harry A. P. Smith of Shawnee, Earl 
Littrell of Sayre, E. O. Flood of Moun- 
tain View, H. C. Gearhard of Blackwell, 
N. H. Walton of Pawhuska, and O. R. 
Mooney of Temple, were elected to serve 
on the board of directors with the officers. 
Charles L. Unger was retained as secre- 
tary-treasurer. 

Upon recommendation of the 
tions committee, a committee of three, con- 
sisting of W. J. Pettee, E. O. Flood and 
George Dudley, was appoined to compile 
a history of the association and its work, 
from its inception, 25 years ago, to the 
present time. The resolutions also in- 
cluded the suggestion that a complete con- 
stitution and by-laws be ready to submit 
to the association for its adoption in 1929. 

Immediately following the installation of 
new officers, B. U. Rector, retiring presi- 
dent, was presented with a handsome 
gavel,eas a token of appreciation of his 
efforts during his administration. 

More than seventy-five dealers enrolled, 
either for one or more of their salesmen 
or for themselves, in the school of sales- 
manship to be conducted in Oklahoma City, 
March 5 and 6, under the direction of 
R. W. Carney of the Coleman Lamp and 
Stove company of Wichita, Kan. 

Registration of dealers alone numbered 
450, and a large number of exhibitors and 
jobbers attended the convention. Larger 
exhibition facilities and exhibitors markeé 
the displays as one of the most elaborate 
ever presented at an Oklahoma convention. 

Association members pledged 100 per 
cent, to support a movement started by 
A. G. Hoge, to induce the National Asso- 
ciation to bring its 1929 convention to 
Oklahoma City. 

Fun and frolic ran riot at the annual 
banquet held Wednesday night at the Okla- 
homa Club. 

A number of musical numbers were pre 
sented by local quartet and cards and in- 


resolu- 


the evening. 
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Competition and Control Discussed at 
Pacific Northwest Convention 


Competition is keener, a larger volume of business is in store and the 
individual merchant who studies and knows his business will succeed. hese 
were the prevailing thoughts at the twenty-third annual convention of the 
Pacific Northwest Hardware & Implement Association, held in the Daven- 
port Hotel, Spokane, Wash., on Jan. 25, 26 and 27. 


R. J. Atkinson, of Brooklyn, N. Y., 


president of the N. R. H. A., spoke at 
several sessions, contributing to the success 
of the convention. 

At the opening session on Wednesday 
morning, President R. H. Lord, Mount 
Vernon, Wash., made his annual report, 
as did the efficient secretary, E. E. Lucas 
of Spokane. The first speaker on the pro- 
gram was Nathan Eckstein, a prominent 
groceryman of Seattle, who spoke on “The 
Retailer’s Opportunity.” Although not a 
hardware man, Mr. Eckstein is an expert 
in retailing and his talk was most in- 
structive. In part he said: 

“The retailer’s opportunity was never 
greater than today. Not that there is not 
keen competition to be met and difficult 
problems to be solved but because life has 
become relatively easier for everybody. 
Our increased population has a much 
greater purchasing power per head and if 
he has the intelligence to capitalize the 
ability and desire of people to buy, the 
retailer's opportunity is greater than ever 
and he may be more successful. It is only 
relatively that his job seems more difficult. 
Remember the much longer hours we or 
our fathers had to work 25 years ago to 
barely get by. Then long hours prevented 
failure; now long hours almost insure suc- 
cess. The value of labor-saving devices is 
not in doing away with work but to let 
us out of detail work and give us more 
time for higher forms of work. There is 
no substitute for work. 

“About the only trouble with you hard- 
ware dealers, and the same is true of other 
retailers, including my own—the grocers— 
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is the lack of up-to-date aggressive sales- 


manship. 
“Keep your shop and your shop will keep 
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you. Tend to your business, trade on your 
own name and reputation and you need 
not fear either chains or manufacturers 
taking away your profit. The need is for 


| modern methods but on the old-fashioned 


principles of honesty and work.” 
A. discussion of the “Trade Betterment” 


reports and recommendations of the Hard- | 


ware Council opened the Wednesday after- 
noon session. FE. P. Lewis, Marshfield, 
Ore., president of Oregon Retail Hard- 
ware & Implement Dealers’ Association, 
speaking on retailer’s recommendations, 
said that the most important things a re- 
tailer should do is to study his business 
and educate himself to be a modern, 
efficient merchant. 

A discussion of Jobber’s Recommenda- 
tions was efficiently handled by Roy R. 
Gill, manager of Holley-Mason Hardware 
Co., Spokane, Wash. In speaking on this 
subject, Mr. Gill said in part, “Wholesalers 
should not finance irresponsible dealers or 
encourage inexperienced men to go into 
the retail business. We must limit sales 
effort to the territory that can be served 
economically and must discontinue unneces- 
sary and unproductive service. It is very 
important that the sales force of each job- 


| bing house be cut down, so that it has 
fewer but more efficient men. 
| necessary that an adequate and well as- 


It is also 


sorted stock should always be kept on 
hand.” In concluding, Mr. Gill urged 








greater cooperation between the wholesaler 
and retailer. 

Manufacturers’ Recommendations were 
discussed by John C. Lambert, president 
Lambert Implement Co., Yakima, Wash. 
He suggested a survey and a rearranging 
of advertising programs to the end that 
the manufacturer might cooperate with the 
local dealers in local advertising. He ad- 
vised the decimal system of packing, in 
10’s and 100’s, rather than the dozens and 
gross. 

Speaking on the subject, “The New Com- 
petition,” R. S. Erb, president Erb Hard- 
ware Co., Lewiston, Idaho, said in part: 
“We have always had ‘The New Competi- 
tion’ in the form of peddlers, catalog 
houses, department stores, etc., and chain 
stores are not new to us. We will never 
get away from the established system; 
manufacturer, jobber, retailer and con- 
sumer. Every item of unnecessary ex- 
pense in the retail store opens up the 
field that much more to the so-called non 
service type of merchandising.” A _ dis- 
cussion followed. 

In talking on “Merchandise and Mer- 
chandising,” N. R. H. A. president R. J. 
Atkinson, said: “Merchandising is the 
fabric that your business is built on. It 
is its outstanding factor. The displaying 
and stocking of hardware items is a con- 
stant appeal to the purchasing public to 
buy these items in the hardware store. 
Up-to-date merchandising means showing 
the public what you have to sell in a way 
that will make them want to buy. The 
great growth of the department stores was 
built along these lines and in the chain 
stores. Their methods have not been han- 
dled by any special dispensation, but are 
the outgrowth of studying methods that 
produce the best results. 

“There is no logical reason why the 
hardware merchant can not withstand the 
invasion of comtpetition. The man that 
runs the chain store or department store 
is human, has the same general charac- 
teristics as the retailer. He faces the same 
competing influence in his business as 
you do in yours, but he has succeeded be- 
cause he has thought ‘How best can it be 
sold?’ Keep this thought uppermost in 
your minds if you would have a greater 
success.” 

The afternoon session was devoted to 
miscellaneous business and the annual meet- 
ing of the Washington Hardware & Imple- 
ment Underwriters. 

Dr. W. J. Hindley of Edmonds, Wash., 
closed the session with an inspirational ad- 
dress, “Making the Most of Life’s Re- 
serves.” 

On Friday morning, the first subject 
for discussion was presented by C. E. 


| Stewart, secretary of Wells & Wade, Inc., 


(Continued on page 70) 
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Merchants and Manufacturers 
Enjoy Philadelphia Banquet 


Three hundred and fifty members and 
guests of the Hardware Merchants’ and 
Manufacturers’ Association of Philadel- 
phia, Pa, met in the ballroom of the 
Bellevue-Stratford Hotel of that city on 
the evening of Feb. 2, for the forty-second 
annual banquet of the association. 

Rev. Philip J. Steinmetz, S.T.D., offered 
the invocation, following which the newly 
elected president, James S. Bonbright, was 
introduced as the toastmaster of the eve- 
ning by retiring president E. J. McAleer, 
Sr. 

The first speaker of the evening, Rev. 
Andrew Mutch, D.D., called attention to 
the dangers of the present day material- 
ism. At the conclusion of the address, 
Dr. Mutch was presented with a beautiful 
set of Community Plate, the gift of Sup- 
plee-Biddle Co., Philadelphia, Pa. 

Hon. Harry A. Mackey, Mayor of Phil- 
adelphia, responded to “Our City” in a 
manner that may well be applied to any 
municipality. His talk was very much ap- 
preciated and at its conclusion, Mayor 
Mackey was presented with a shotgun, a 
gift from the Edw. K. Tryon Co. 

Charles Z. Tryon acted as the master of 
ceremonies in the distribution of gifts and 
conducting of the various drawing con- 
tests. Incidental music was furnished by 
the Lyric Trio and Floras Philippine String 
Band. The banquet committee was com- 
posed of E. C. Griswold, chairman; Charles 
Z. Tryon, Paul A. Griffith, Fayette R. 
Plumb, George W. Eckhardt, Warren B. 
Miles, Charles M. Chriskey, William S. 
MacPherson, William H. Roberts, Jr., 
William G. Steltz, John S. North, E. J. 
McAleer, Sr., James S. Bonbright and 
George A. Fernley. 





Independent Lock Co. Expands— 
Plans Addition to Plant 


The Independent Lock Co., Fitchburg, 
Mass., is planning to build a two-story ad- 
dition to its factory, which will accommo- 
date an additional working force of 100. 
The new building, 40 by 154 feet, of mill 
type, fireproof construction, will be used 
for the manufacture of automobile locks. 

The company is also planning to add 
another foundry to its equipment, work on 
which will start in the near future. 





Fifty Years of Service Celebrated 
by De Laval Co. 


Fifty years of service to the dairy in- 
dustry is being celebrated this year by the 
De Laval Separator Co., 165 Broadway, 
New York. 

The De Laval Separator was invented 
in 1878, by Dr. Gustaf De Laval, a young 
Swedish engineer. He was in Germany 
when he took the idea, which was not a 
new one, and invented the product which 
bears his name. De Laval also built the 
first hand separator which was introduced 
into this country in 1885. This machine 
was cumbersome and heavy in operation, 
but by 1890 there were several thousand 
of them in operation. It was then that the 
“disc” was invented and applied to the 


cream separator bowl. This doubled the 








capacity and trebled the efficiency of the 
separator. 

In 1890 the small plant was moved to 
Poughkeepsie, N. Y., on the banks of the 
Hudson River. It has grown to many 
times the original size, for it now covers 
over 12 acres of floor space. This has 
been made possible by the popular accept- 
ance of the separator which is constantly 
being improved. More than four million 
De Laval Cream Separators have been 
manufactured, since Dr. De Laval made 
his important contribution, fifty years ago. 

Francis J. Arend is president of the 
company. 





Hermann Kind Dies; President, 
Graef & Schmidt, Inc. 


Hermann Kind, president of Graef & 
Schmidt, Inc., cutlery manufacturers and 
importers of 456 Fourth Avenue, New York 
City, passed away on Jan. 25, in Miami, 
Fla., where he had gone to regain his 
health. Mr. Kind’s death came as a shock 





Hermann Kind 


to his many friends and associates, for 
while he had not been in the best of health, 
his death was entirely unexpected. 

Mr. Kind was born in the Rhineland, 
Germany, sixty years ago., After com- 
pleting elementary schooling he joined the 
J. A. Henckels Twin Works in Berlin. 
He worked with this firm for several years 
and in 1888 came to this country, becoming 
associated with Graef & Schmidt, Inc., 
who are the sole distributors of the Twin 
Brand products in the United States. 
Later, he was sent to the West Coast, as 
the company’s representative in the terri- 
tory west of Denver, Colo. 

In 1904 he was admitted to the company 
as a junior partner and four years later 
was made its president. 

In the twenty years that Mr. Kind was 
head of the company, it expanded and 
flourished. Under his direction, a factory 
was erected in Newark, N. J., in 1917 for 
the-manufacture of scissors. It is known 
as the Newark Cutlery Mfg. Co. 

Hermann Kind was considered one of 
the best posted cutlery men in the United 
States. He was treasurer of the Cutlery 
Importers’ Association and a member of 
the Hardware Club. He is survived by 
his widow, two daughters and a son, Her- 
mann H., who is now representing the com- 
pany in his father’s old territory. 





Australian Hardware Executive 
Coming to United States 


J. D. Bell, organizer of the Federated 
Hardware Merchants’ Association of Aus- 
tralia, and a director of James Campbell 
& Sons, Ltd., hardware dealers of Bris- 
bane and London, will arrive in New York 
during the month of April. Mr. Bell’s 
itineraty has not yet been definitely planned, 
but he will make his headquarters with 
Arkell & Douglas, Inc., 73 Pearl Street. 

Mr. Bell’s visit to this and other manu- 
facturing countries is in the interests of 
the wholesale hardware trade of the Com- 
monwealth. He informs HarpwarE AGE 
that the hardware trade in Australia is 
keenly interested in price maintenance and 
methods of distribution as discussed in its 
pages from time to time, and that his visit 
is primarily to induce closer relations be- 
tween manufacturers exporting hardware 
lines to Australia and the Australian 
wholesale merchants. 





North Jersey Dealers Meet 


Despite the inclement weather, mem- 
bers of the North Jersey Hardware and 
Supply Association met in the Down Town 
Club, Newark, N. J., on the evening of 
Feb. 7, for the regular monthly dinner 
and business meeting of the association. 
President Louis A. Schelling called the 
meeting to order at 8.15 p. m. and Horace 
Molyneaux, the newly elected secretary, 
read the minutes of the last meeting. 
After the routine business of the evening 
had been disposed of, the meeting was 
turned over to the Executive Committee. 
Matthias Ludlow, of this committee, sug- 
gested that H. A. Cornell give the mem- 
bers a few ideas on how interest in the 
association and its work can be increased. 
Mr. Cornell responded in his able manner, 
basing part of his talk on the work of the 
Brooklyn Hardware Association, of which 
he is a veteran member. 

It was decided that a delegation would 
visit the Brooklyn meeting, accepting Mr. 
Cornell’s invitation. All were urged to 
attend the PASHA convention. The re- 
mainder of the evening was devoted to a 
round table discussion on various subjects. 





Revillon Wholesale Ltd. Sold 


J. H. Ashdown Hardware Co., Ltd., 
Edmonton, Alta., Canada, has purchased 
the Revillon Wholesale, Ltd, also of 
Edmonton. 


R. Herschel Mfg. Co. Obtains 
Lewis-Geer Mfg. Co. 


R. Herschel Mfg. Co., Inc., Peoria, 
IlL, has purchased the Lewis-Geer Mfg. 
Co., Ypsilanti, Mich. 

The complete Lewis-Geer line of coaster 
wagons, luggage carriers, scooters, etc., is 
still being manufactured at Ypsilanti, but 
all machinery, tools and equipment are now 
being installed at Peoria, where the prod- 
ucts will be manufactured in the future. 
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Pittsburgh Plate Glass Co. Plans 
Non-Shatterable Glass 


The Pittsburgh Plate Glass Co., Pitts- 
burgh, Pa., and the DuPont interests have 
joined hands in founding a new company 
to be known as the Pittsburgh Safety 
Glass Co., for the manufacture of a lami- 
nated or non-shatterable glass, to be mar- 
keted under the name of Duplate. The 
new company is capitalized at $1,000,000, 
and a plant is to be erected at Creighton, 
Pa., to produce the new glass. B. P. 
Davis, president, DuPont Viscoloid Co., is 
chairman of the new company; H. S. 
Wherrett, first vice-president, Pittsburgh 
Plate Glass Co., is president, and Robert 
Clauss, vice-president, Pittsburgh Plate 
Glass Co., is vice-president and general 
manager. Other offices are to be filled by 
executives of the companies interested 





A. E. Starbuck Heads 
American Stainless Steel Co. 


A. E. Starbuck, for many years identified 
with the Haynes interests, Kokomo, Ind., 
manufacturers of stellite and other alloys, 
has been elected president of the Ameri- 
can Stainless Steel Co., 801 Commonwealth 
Building, Pittsburgh, Pa., succeeding John 
C. Neale, who recently resigned. 





W. F. Hopkins Passes Away 


W. F. Hopkins, metals sales manager 
of the Republic Metalware Co., Buffalo, 
N. Y., died suddenly on Jan. 19 at his 
home in that city, aged 47 years. He had 
been associated with the Republic company 
since 1918 and was previously identified for 
17 years with the Buffalo Wire Works, 
Buffalo. 





Bennett Chapple Advanced by 
American Rolling Mill Co. 


Bennett Chapple, director of publicity 
for the American Rolling Mill Co., Mid- 
dletown, Ohio, has been elected a vice- 
president of the company in general charge 
of advertising and publicity programs and 
as a special representative. 





Pratt & Lambert Executives 
Re-elected by Board 


On Jan. 25, the board of directors of 
Pratt & Lambert, Inc., Buffalo, N. Y., held 
a semi-annual meeting and re-elected the 
following officers. J. N. Welter, chair- 
man of the board; A. D. Graves, presi- 
dent; H. E. Webster, senior vice-presi- 
dent and secretary ; J. P. Gowing, vice-pres- 
ident and F. W. Robinson, vice-president. 
W. P. Werheim was made a vice-presi- 
dent and: R. W. Linday was elected 
treasurer. C. D. Sproule, resident man- 
ager in Chicago, Ill., was made a member 
»f the board of directors. 





T. E. Stokes Joins Continental 
Steel Corp. 

T. E. Stokes, formerly sales manager 

of the Lawrenceburg Roller Mills Co., 

Lawrenceburg, Ind., is now sales promo- 





tion manager of the Continental Steel 
Corp., Kokomo, Ind. Mr. Stokes had 
been active in the Lawrenceburg com- 
pany, starting as a junior salesman, and 
holding successively the position of job- 
bing salesman, southeast division manager 
and in 1924 was made sales manager. 





Frank L. Campbell Resigns from 
U. S. Chain & Forging Co. 


Frank L. Campbell, General Sales Man- 
ager of the U. S. Chain & Forging Co., 
Pittsburgh, Pa., has resigned his connec- 





Frank L. Campbell 


tion with the company, effective March 1. 
Mr. Campbell is going to take a well 
earned rest, and has no plans for imme- 
diate business activities. His address after 
the date mentioned will be his residence, 
734 South Linden Avenue, Pittsburgh. 
Mr. Campbell is a vice-president of the 
American Hardware Manufacturers’ As- 
sociation. 


McDougall-Butler Salesmen 
Attend Buffalo Conference 


The entire sales force of McDougall- 
Butler Co., Inc., Buffalo, N. Y., attended 
a sales conference in the Hotel Statler, 
Buffalo, on Jan. 23 and 24. The sales- 
men spent much time in discussing the new 
varnish which the company is placing on 
the market. Nelson M. Graves, vice- 
president, presided at the business sessions 
and Andrew S. Butler, president, gave an 
introductory talk. 

The conference closed with an informal 
banquet. 








Employees and Executives Honor 
Root Co. President 


The executives and foremen of The 
Root Co., Bristol, Conn., recently tendered 
a banquet to John T. Chidsey, president 
and general manager, in commemoration 
of the 20th anniversary of the founding 
of the company. 

The business was established in the 
early 60’s by Joel H. Root for the manu- 
facture of hinges and specialties. His son 
C. J. Root assumed the mangement in 
1885 upon his father’s death. In 1907 C. 
J. ‘Root died and Mr. Chidsey assumed 
control when a new corporation was 
formed. 





Rochester Can Co. Appoints 
F. C. Butler Sales Manager 


Fred C. Butler, formerly field manager 
of the P. A. Geier Co., Cleveland, Ohio, 
has joined the Rochester Can Co., Roches- 
ter, N. Y., as sales manager. 

Mr. Butler was also connected with 
Marquis Regan, Inc., sales counselors of 
New York City, and is well equipped to 
handle the problems of his new position. 


Bemis & Call Co. Appoints 
M. G. Hayden 


Bemis & Call Co., Springfield, Mass., 
has appointed M. G. Hayden as its repre- 
sentative in the eastern part of Pennsyl- 
vania, including Harrisburg and Williams- 
port, also New Jersey and Delaware. Mr. 
Hayden will make his headquarters at 410 
Commerce Street, Philadelphia, Pa. 


Cullen Reelected President 
Niles Tool Company 


James K. Cullen has been reelected to 
the presidency of the Niles Tool Co., 
Niles, Ohio. E. H. Pierce becomes vice- 
president and general manager; C. K. Sey- 
mour, vice-president and treasurer; Oliver 
Ackley, secretary, and Arno Wilson, as- 
sistant secretary. 


New Color Book Issued by 
The Alabastine Co. 


The Alabastine Co., 823 Grandville Ave- 
nue, Grand Rapids, Mich., has issued a 
drawing book containing some interesting 
and educational color information, for all 
ages. There are 20 pages in the book, con- 
taining colored pictures of home interiors, 
showing a variety of rooms with furnish- 
ings and with outlined sketches for prac- 
tice work in lettering and reproduced col- 
oring. Children in the kindergarten can 
use it,"as can those taking a higher grade 
of work in school. It is being supplied to 
dealers for their distribution. 


Hammacher, Schlemmer & Co. 
Sell New 12-Story Building 


Hammacher, Schlemmer & Co., well 
known hardware firm of New York City, 
have sold their new 12-story building at 
145 East Fifty-seventh Street, which was 
erected for their occupancy in 1925. The 
firm has taken a 2l-year lease from the 
new owner, Frederick Brown. 


John H. Duncan Advanced 


John H. Duncan, who for five years has 
been in charge of sales for The H. C. 
Cook Co., Ansonia, Conn., was elevated to 
the vice-presidency at a recent meeting of 
the board. Mr. Duncan was formerly a 
manufacturer’s representative in New 
York City. Chapel S. Carter is president 
and treasurer of the company. 


Fe Sk 
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Montgomery Ward & Co. Plans 
Chain of Retail Stores 


Newspaper dispatches this week stated 
that Montgomery Ward & Co., Chicago, 
Ill., is making plans for a large chain of 
retail stores to supplement its mail order 
business in the general merchandise field. 

The company intends to have a chain 
of retail stores in each of 1500 towns in 
the United States of more than 5000 popu- 
where a suitable location can be 
obtained. The principal lines to be offered 
will include furniture, stoves, sporting 
goods, housefurnishings, radios and acces- 
sories and electrical appliances. The stores 
will have between 15,000 and 20,000 sq. 
ft., intended to be typical of the stores in 
the small towns where they are located. 


lation, 


The Griswold Mfg. Co. Names 
Jobbers—Has New Cook Book 


The 
cooking utensils in 
that the 
complete stock of the waterless cooking 
utensils which it manufactures: J. A. Wil- 
liams Co., Pittsburgh, Pa.; Geo. Worth- 
ington Co., Cleveland, Ohio, and the Sup- 
plee-Biddle Co., Philadelphia, Pa. 

The Griswold company has recently is- 
sued “The Aunt Ellen Booklet on Water- 
less Cooking,” containing fifty popular 
recipes. Several pages are devoted to the 
company’s waterless cooking utensils. The 
booklet is profusely illustrated and well 
prepared. 


makers of 


Mfg. 


Erie, 


Co., 
Pa., 


following jobbers now carry a 


Griswold 
announces 


Edward F. Daily Named for 
President Brooklyn Assn. 

The feature of the Feb. 9 meeting of 

3rooklyn Hardware Association, held 

srooklyn, N. Y., 


was the showing of the five-reel motion 


the 
in the Johnston Building, 


picture, “The Jewels of Industry,” present- 
ed through the courtesy of The Carbo- 
rundum Co., Niagara Falls, N. Y. This 
film graphically portrayed the invention of 
carborundum, the present plant in Niagara 
Falls, and the manufacture of the com- 
pany’s grinding wheels, abrasive cloths and 
papers. The latter portion of the picture 
showed these products being used in manu- 
facturing plants throughout the country. 
V. W. Wells of the Educational Depart- 
ment and H. Van Baalem of the New York 
Sales Department of The Carborundum 
Co. were present. They explained the 
processes of manufacture and answered 
questions. 

H. A. Cornell, a delegate to the Metro- 
politan Association, reported on the recent 
successful Metropolitan Banquet. Charles 
Downes, Hardware Dealers’ Magazine, 
and W. L. Redding, Jr., HARpware AGE, 
were introduced and spoke briefly. 

The meeting was brought to a close by 
a Question Box Discussion, conducted by 
H. A. Cornell, and the report of the nomi- 
nating committee. Its report is as fol- 





lows, the election to be held at the next 
meeting: E. F. Daily, president; Geo. H. 
Wachenfeld, first vice-president; H. F. 
3ond, treasurer, and Robert Pearsall, sec- 
retary. Trustees to serve for two years: 
Retiring President H. A. Vogt and A. A. 
Zunce. 


F. J. Wachter Resigns from 
Landers, Frary & Clark 


Frank J. Wachter, vice-president and 
sales manager of the cutlery division, 
Landers, Frary & Clark, New Britain, 
Conn., has requested the company to ac- 
cept his resignation, as he desires to take 
an extended rest. Mr. Wachter has been 
associated with the company for 15 years. 


Marcus W. Jacobi Dies 


Marcus W. Jacobi, president and treas- 
urer of N. Jacobi Hardware Co., Inc., 
wholesale factory agents of Wilmington, 
N. C., passed away recently at his home in 
Wilmington. He had been in ill health for 
several weeks, but his death came as a 
shock to his many friends. Mr. Jacobi 
was born in 1867 and in 1883 entered his 
father’s hardware business. He was well 
liked and respected by all who came into 
contact with him. 


Stanley Offers New Folio 


A new folio describing the actual results 
obtained by nine representative hardware 
dealers in using the Stanley Plan and 
Book Service, is offered to the trade by 
The Stanley Rule & Level Plant, New 
Britain, Conn. 

Photographs of displays, descriptions 
and results are all included in the folio. 
Dealers who are interested can secure a 
copy by writing to the company and ask- 
ing for Folio No. S57. 


Charles-Allen Clark Dies— 
Prominent Paint Publisher 


Charles-Allen Clark, secretary and gen- 
eral manager of the American Paint Jour- 
nal Co., St. Louis, Mo., died suddenly on 
Jan. 27 at the Barnes Hospital of that city. 
Mr. Clark’s death was due to an infection 
which could not be checked. 

Charles-Allen Clark was born in Little 
Rock, Ark., on Oct. 15, 1890. In 1890, 
when the American Paint Journal Co. was 
formed, he became the secretary of the 
company, of which his father, Allen W. 
Clark, is president. Under his immediate 
supervision were published the American 
Paint and Oil Dealer, the American Paint 
Journal, and the American Painter and 
Decorator. 

Mr. Clark was secretary of the St. Louis 
Paint, Oil and Varnish Club and of the 
National Paint, Oil and Varnish Associa- 
tion. He was 37 years of age at the time 
of his death and is survived by his father, 
his brother, Cummings C., vice-president 
of the company, two sisters, his widow 
and five children. 





O. B. Surpless Talks to Boosters 


on Fundamentals of Salesmanship 

Drawing on an extensive experience of 
successful executive sales work, O. B. 
Surpless, president, Surpless, Dunn & Co., 
New York City, falked to the New York 
Hardware Boosters on the Fundamentals 
of Salesmanship. The meeting was held 
at the Hardware Club, Saturday, Jan. 28, 
with Chief Booster Fred Hinchman, John 
Russell Cutlery Co., presiding. 

Mr. Surpless spoke briefly on his own 
selling experiences, then analyzed the cur- 
rent problems of merchandizing. In part 
he said: 

“Progress lies along the way of indi- 
vidual consciousness and effort. The ‘in- 
dividual element’ always has held, holds 
now and always will hold the secret of 
human advancement, morally, socially and 
economically.” 

Some men are born to salesmanship; 
others have the natural ability to learn the 
science of negotiation. If a man is not 
gifted, it takes some years to learn by ex- 
perience the necessary tact, diplomacy, 
executive ability and knowledge. 

He said the common requirements of 
salesmanship are that they must know 
their goods ; must know how they are used; 
must know competitors’ lines, and must not 
knock competitors. They must know 
where their quality and sizes, etc., are su- 
perior ; know their quality—if it counts in 
banking and professions, why not in mer- 
chandise? They must also know their cus- 
tomers’ trade, and study customers’ re- 
quirements based on locality and class of 
goods called for. He suggested they study 
human nature, last thing often thought of. 

He also advised his hearers to know 
their own house and its history and reputa- 
tion for square dealing; to remember that 
results are being carefully checked and an- 
alyzed; that manufacturers today are com- 
pelled to watch more carefully the sales- 
mens’ results; to keep informed and be in 
a position to discuss with his manufacturer 
matters that may lead to more economic 
production; to help his factory—they need 
it—as many are still producing on old time 
methgds. 

He told his audience that a common 
fault is lack of determination; to take a 
job as a means to simply pass the time and 
make a living; to appreciate that in times 
like the present he must work harder than 
ever to help the house to meet the present 
basis of competition; to remember that the 
house must conduct its affairs on a safe 
and sound basis; that until the salesman 
learns work is his best friend, not his 
worst enemy, he will never get very far; 
to count his blessings as nothing, unless 
he is willing to work hard; that success 
depends on how well he can express him- 
self in terms of work. Lack of courage, 
weakness in courage, he said, meant short 
weight in confidence. 


Guy Peterson, Vice-President 
Cheney-Bigelow Wire Works 


Guy M. Peterson has been made vice- 


president of the Cheney-Bigelow Wire 
Works, Springfield, Mass. Mr. Peterson 
has been a prominent realtor in the Spring 
field district and formerly was a news- 
paper man. 
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General Market News 








Spring Outlook Optimistic 


In Hardware Business— 


Spring Goods Moving 


NEW YoRK, Feb. 14.—While current hardware business in gen- 
eral is not overly brisk at the moment, optimism is very evident in 


all sections. 


In the majority of market centers, particularly in the 


West, trade has been very satisfactory during the first six weeks 
of the year. Prospects are bright for a continuation of this stability. 


Spring goods are having an increasing demand throughout the 
country, and prices are decidedly firm on practically all lines. 
Retail sales are reported to be moderately good, and collections are 


normally satisfactory. 





Relatively More Profitable Year 
Predicted by Oliver Bros. 


Predicting a relatively more profitable 
year to those firms which study market 
conditions and conduct business efficiently, 
Oliver Bros., Inc., New York’ City, offer 
an interesting review of the outlook for 
1928 in a recent letter. In part the letter 
reads: 

“Considering the recent past from the 
point of view of profit, not an unimportant 
consideration, and limiting our perspective 
for a moment to the 99 out of 100 corpor- 
ate enterprises which have not enjoyed any 
profits for several years, business has been 
bad, competition ruinous, and the wonder 
of it is that so many of them still survive. 
In truth, a glance at the statistics of the 
commercial agencies as to increasing fail- 
ures and at the Treasury Department’s 
figures registering the number of concerns 
reporting ‘no income,’ is anything but reas- 
suring. 

“There is another, and a brighter side 
to the picture. We refer to the growing 
disposition to do something definite, con- 
structive, and, above all concerted, to sta- 
bilize markets and fix prices (within the 
law). Ina word, there are evidences of 
returning sanity as to what constitutes 
legitimate business-like competition. Cut- 
throat competition has become too often a 
case of cutting one’s own throat. 

“As to whether business in 1928 will be 
greater or less in volume than in 1927, we 
do not know, but we look forward with 
confidence to a relatively more profitable 
year, or rather, a less unprofitable one for 
the rank and file. 








“Another element of deep significance in 
the search for profits is the trend toward 
mergers or consolidations. This trend has 
been apparent for some time past, but 
progress is becoming distinctly more rapid, 
and the early future bids fair to bring 
forth some immensely important announce- 
ments. 

“The automobile industry, until now 
comparatively free from the profitless fea- 
ture of the current profitless prosperity, 
appears to be heading in that direction. 
Assurances at the close of 1927 that no 
general price cutting in the industry was 
contemplated have been contradicted by 
the facts as they have been rapidly devel- 
oping in the last few weeks. Price cuts 
of startling proportions in some cases have 
been announced by one after another of 
the most popular makers. Here again 
there will probably be the elimination of 
some and the absorption or consolidation of 
a number of others. 


New England Business 
Conditions 


3ureau quotes Mil- 
Millers 


The Boston News 
lers Falls Co., makers of tools, 
Falls, Mass., as saying: 

In our opinion the prospects for busi- 
ness during the next few months are per- 
haps somewhat brighter than they have 
been for the past few months, but not suff- 
ciently so that we may consider that busi- 
ness is extraordinarily good. Our business 
last year was off slightly less than 10 per 
cent from the volume in 1920. 

The tendency in prices in our line is 
stable, although occasionally on individual 








items, price cuts have been made by those 


who are particularly hungry for business. 

So far as our business is concerned we 
have been operating at approximately 65 to 
70 per cent of capacity, but with the 
present outlook this will have to be les- 
sened somewhat unless there is a marked 
improvement. 

The labor situation is excellent, wages 
are stable and there are plenty of mechan- 
ics available. Our customers are buying 
very conservatively and have done so 
throughout 1927. It is the custom in the 
tool business for the jobbers to place orders 
for shipment at the end of the year to take 
care of the spring needs. The orders this 
year have been the lightest that we have 
seen in some time, but we are hoping that 
this will result in a greater demand as 
soon as spring business warrants it. 

Generally speaking we believe that the 
tool industry like most others in this coun- 
try, has been somewhat over-developed and 
that what might have constituted a normal 
business some years ago, does not repre- 
sent a normal business based on increase 
of capacity. We feel that it will be nec- 
essary for many concerns to expect nor- 
mally a less than capacity volume of busi- 
ness. 

From the same source comes the follow- 
ing by the William L. Gilbert Clock Co., 
Winsted, Conn. : 

We believe the coming year the pros- 
pects will be good. We do not look for 
any boom or any abnormal increase in 
business, but we believe that there is every 
reason to look for business in 1928 as good 
if not a little better than in 1927. 

In the clock industry prices are more or 
less stabilized. They have declined so in 
the past few years that we are of the opin- 
ion they have about reached the bottom. 

We are operating at full capacity, and 
our stock of goods on hand is rather 
larger than usual. Customers are buying 


conservatively, which accounts for our 
rather large stock. 

“Installment selling is still a field for 
study and a fruitful subject for debate. 


We refer the more exacting students of 
business to a recent book, ‘The Economics 
of Installment Selling,’ by E. R. A. Selig- 
man, Economist of Harvard. Professor 
Seligman appears to give the practice of 
‘one-third down and the balance in ten 
months at so much a month’ a clean bill 
of health, although he has virtually ig- 
nored the question of the cost to the con 
sumer of purchases by the installment 
plan in comparison with those made for 
This is the very important feature 
most open to 


cash. 
of the matter which is 
criticism, although as we ourselves have 
suggested in the past, there seems to be 
scarcely the proper degree of investigation 
and insistence by sellers of some substance 
behind the buyer’s promise to pay.” 















44 HARDWARE AGE for FEBRUARY 16, 1928 





New York Hardware Market 


Shows Lull in Current Business 


New York, Feb. 14.—Very little change is reported in the local 
market conditions for the week. Jobbers are experiencing a slight 
lull in demand. Many hardware men are attending conventions in 
nearby cities. 

The present lull is regarded as temporary only. The outlook for 
spring trade appears to be very good. A more active demand for 
staple lines is looked for within the next few weeks. 

The price situation at this time is very firm, and collections are 
satisfactory. 





BATTERIES.—Demand continues nor- oor bets, $2. 04, and 2 dosen lot, 
° ° —_— 38. merican, roken lots . 
mal, with prices remaining unchanged. omen: lotn, C148, onl 3 denen fete, 
JOBBERS’ gag ty ge bb RE- 99 cents. 
TAILERS, F.O.B. NEW YOR Auto clocks, Westclox, plain. bro- 
Dry cells, No. 6, aie type, ken lots, $1.76; dozen lots, $1.70, and 


2 dozen lots, $1.65; same, luminous, 
broken lots, $2.46; dozen lots, $2.38, 
and 2 dozen lots, $2.32. 


321%4c.; No. 7111, same type, 35%4c. 
each. 


B batteries, No. 767, $2.62 each; in 


units of 5, $3.44 4 each; No. 772 (ver- 
tical type), $2.62 each; in units of 5, ICE SKATES.—D ependent _ upon 
$2.44 each; heavy duty vertical type, weather conditions. Demand quickens 
$317 770, | $8. Tayerplt, "No. Se. A with freezing weather. Stocks are 
each; units of B33 adequate and prices unchanged. 
B AND N in sales JOBBERS’ QUOTATIONS To RE- 
pine with nes unchanged. Ample TAILERS, F.0.8. NEW VOR 
’ Pp ged. P Union Hardware line: 1624, =f per 
stocks. pair: es $13; 524%. AL 44; 524%, 
-d1; iy ain Bob. 45c 
Thee Oo Tiw vor Nickel Bob, 62¢.: 4241, $1.69, 42441. 
Carriage bolts, 50 and 10 oft list. With en ge ee none 
2s: Nos. 90 and 90L, $5.50; 
Case bolts, 60 per cent off lis 290 and 2901. $6.75: 295 and 295L. 
Stove bolts, 80 per cent off st. $6.75; 212 and 213, $4: 95 and 95L, 
Machine bolts, % by 6 and smaller, 5.75. 


50 and 10 off list; larger to 1 by 30, 50 


per cent off list; 114 to 1%, 30 off list. NAILS.—Demand is normal, stocks 
Coach screws, 50 and 10 off list. satisfactory and prices firm. 
Case bolts, 60 per cent off list. JOBBERS’ QUOTATIONS TO RE. 
Step bolts, 50 per cent off list. TAILERS, F.0.B. NEW YORK: 
TTS.— i t Common wire nails. bright. 4d. $4.25 
BU ° These are being quoted . per keg; 6d. $4 per keg: 8d, $3.85 per 
the price reported last week—3% x 3%, keg; 10d, $3.75 per keg. Common 
» i i lo rice wire nails, galvanized, 4d. $6.75 per 
19c. per pair, with the case lot p keg; 6d, $6.50 ner keg. 8d. $6.35 per 
at 18c. Stocks are adequate. keg, and 10d, $6.25 per keg. 


Wire box nails smooth. 4d, %4 45 


CARPET SWEEPERS.—Normal de- per keg: 6d, $4.10 ner kee. and &d. 


2. oe ‘ $3.95 per kee. Wire finishine nails 
mand for this line. Prices are firm and Seieme na, 2496 oar‘enet ea. bane 
stocks satisfactory. 9 kee: 8d, $4.10 ner kee. and 10d, 

. per keg. Wire finishine nails. gal- 
ois. eT ORK iy RE bey see + $7.45 per kee: 6d. $6.85 
Carpet sweepers, Standard, . ‘iis $6.50 po — Pee aR, RE ANE. 
Universal, japanned, $3.50 each; Uni- : 
versal, nickel plated, $3.83 each; RADIO TUBES.—Sales continue 


6 h: 4 
Grand Ravde Rove yor oh Memb steadv. stocks adequate and prices un- 


Elite, $5 each; Princess, $4.17 each; changed. 


4.50 h; 
or, Ameen Gees. 4 a JOBRERS’ QUOTATIONS th RE- 
_ Z TAILERS, F.O.B. NEW YOR 


CLOCKS.—Sales on this line remain Tvpe List ad Dealer 
normal, with adequate stocks and firm permease as $4.00 $2.80 
prices. CONE 5s Soc awy a wish 1.50 1.05 
JOBBERS’ gg tee J hig RE.- CX112 A ee ee ee ee 3.50 2.45 
TAILERS, F.0.B. NEW YOR We SENS she deeewae 2.00 1.40 
Alarm clocks, Big Ben, sien lots, SNE. av cardbus eee rome 3.50 2.45 
$2.29; dozen lots, $2.21; 2 dozen lots. EEE 5 ee eee es | 2.95 1.58 
$2.15; same luminous, broken lots, Cx299 9 OF 158 
$3.16: dozen lots, $3.06, and 2 dozen PEPE ses sesvcresseees 6.69 - 
lots, $2.97. Baby Ben and Baby Ben MU es laiepeeseve 2.50 1.55 
luminous take same respective prices. 6 st 1.55 
Ben Hur. broken lots, $1.76; dozen CH 2 50 155 
lots, $1.70, and 2 dozen lots, $1.65: Bee tS SS Se 4 Aine 08S 2k ape ees 
same luminous, broken lots, $2.46: Se ee 5.00 3.50 
dozen lots, $2.38; and 2 dozen lots, Ee paar 7.50 5% 
$2.32. ‘ ES ee ee sree 9.00 6.30 
Black Bird, luminous dial. broken CX374 175 4.33 
lots, $1.76; dozen lots, $1.70, and 2 Era, Stn eine ss hehe wine 6. 
dozen lots, $1.65. Blue Bird, broken EME. S5RC See spnes ees 3.00 2.10 
lots, $1.22; dozen lots, $1.19. and 2 £327 Liwhesa cas biawueee 6.00 4.20 


dozen lots, $1.15. Sleep Meter. broken 
lots, $1.40: dozen lots, $1.36: and 2 RADIATOR AIR MOISTENERS.— 


2 -O- ° ° ° ° 
Coen a Wales ee This item has been in consistently 











brisk demand. Stocks are satisfactory 
and prices are firm. 


JOBBERS’ aortas TO RE- 

TAILERS, F.O.B. NEW YORK: 
Nesco, No. 5, (ad finish, and 

Nesco No. 50, gold finish, 45c. each. 


SASH CORD.—Demand is moderate, 
with prices firm. Stocks ample. 


JOBBERS’ ts bee kg RE.- 
TAILERS, F.O.B YOR 

Sash cord, ey spot No. «4 70c. 
to 72c.; Aetna No. 8, 3lc., and Phoe- 
nix No. 8, 38c, to 39c. 

No. 7 is le. higher and No. 6 is 3c. 
higher on all brands. 


SCREWS. — Demand ssatisfactory. 
Prices being maintained. Stocks sat- 
isfactory. 


JOBBERS’ QUOTATIONS Rb RE.- 
TAILERS, F.O.B. NEW YOR 

Screws, flat head, bright ont 50- 
10-10; round heads, blued, 45- 10- 10; 
round head, iron, nickel plated, 21% 
10-10; flat head, galvanized, 20-10-10; 
flat head, brass, 45-10-10; eae head, 
brass, 40-10-10. These discounts ap- 
ply to new standard screw lists. 


SANITARY PRODUCTS.—Sales are 
reported normal. Prices unchanged. 
Local stocks adequate. 


JOBBERS’ QUOTATIONS i RE.- 
TAILERS, F.0O.B. NEW YOR 

Desolvo special pipe Polevrg 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz.; 
and in gross lots, $2 per doz. Desolvo, 
triple strength, 16 oz. size, case of 2 
doz. cans, $4 per doz.; half gross lots, 
$3.75 per doz.; in gross lots, $3.50 per 
doz. Desolvo, triple strength, in 2 Ib. 
cans, case of 1 doz. cans, $7 per doz., 
and gross lots, $6.50 per doz. 

Kloset Klean, 22 oz. size, less than 
case lots, $2.25 per doz.; case of 2 
doz. cans, $2.15 per doz.; gross lots, 
$2 per doz. 

Tubola, 12 oz. cans, less than case 
lots, $2. 5 per doz.; case of 2 doz. 
eans, $2.15 per doz., gross lots, $2 
per doz. 

Chaco boiler liquid, single quarts, 
$2.50; half dozen quantity, $2 per qt., 
and dozen quantity, $1.75 per at. 

Presto Products—oil soap, 16 oz. 
size, $2.60 per dozen; bowl cleaner, 
22 oz. size, $1.85 per dozen; pipe 
opener, 16 oz. size, $2 per doz.; tile 
and porcelain cleaner. 16 oz. size, 
$1.20 per doz.; Met-L-Shvn. 8 oz. size, 
$3.60 per doz.; Silvershyn, 4% oz. 
size, $1.80 per doz.: Waterless cleaner, 
2 pt. size, $5.40 per doz.; same, 5 pt. 
size, $9 per doz.; Window cleaner, 6 
oz. size, yg per doz.: same, 12 oz. 
size, $5.40 per doz.; Presto Lustre, 
6 oz. ing $2.60 per ‘doz.: 12 oz, size, 
$4.32 per doz.: 16 oz. size. $5.40 per 
doz.. and Dry Cleaner, 8 oz. size, 
$3.60 per doz. 


VENTILATORS.—Active at this time. 
Local stocks ample and prices are 
steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Continental ventilators, wooden 
type, No. 923. $3.65; No. 937. $4.00; 
r 949, $5.50; No. 959, $6.05: No. 

1537, $5.25; No. 1549, $7.10, and No. 
836 $3.35, 'all prices per dozen. 

Continental ventilators, metal tyne, 
No. 833. $4.60: No. 837. $4.75; No. 
1137. $5.30: No. 1145, $6.35: No. 1437. 
$6.90, and No. 1445, $7.80, all prices 
per dozen. 

Diamond E ventilators, all metal 
type, No. 01. 3624 cents; No. 02. 40 
cents: No. 03, 4624 cents; No. 1, 431% 
cents; No. 2, 4626 cents: No. 3. 53% 
cents; No. 4. 68% cents. and No. 5, 
70 — All Diamond E prices are 
each. 
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New England Hardware Situation About 
the Same as Previously Reported 


(Boston office of HARDWARE AGE) 


BOSTON, Feb. 14.—The New England hardware situation is vir- 


tually the same as a week ago. 


General reports from the retail 


trade tell of quiet business, a condition that usually exists in Feb- 
ruary and March. Jobbers, on the other hand, report business as 


very good for this time of the year. 


They say the retail trade is 


still disinclined to buy futures, and that current orders call very 


largely for staple lines of hardware. 


Retail stocks, as a rule, are 


well balanced, although not excessive, while jobbers’ stocks are 


mostly large yet not burdensome. 
new stores are few and far between. 


Failures in the retail trade and 
In the recent big Fall River, 


Mass., fire, which destroyed a large part of the business district, 


no hardware firms were burned out. 


One firm came very nearly 


being so, but with water and fire extinguishers kept the fire from 
attacking the store. Collections, if anything, are a little better. 





AUTOMOBILE ACCESSORIES.—Tire 
sales have been unusually good since 
Jan. 1, according to jobbers here. They 
attribute the good business to the open 
winter, making it possible for a large 
number of cars to be on the roads. 
Other automobile accessories are mov- 
ing slowly. 
We quote from Boston jobbers’ 
stocks: 
Bumpers.—One to 49 count, 40 per 
cent discount; 50 to 249 count, 40 and 
5 per cent discount. 
Fender Guards.—One to 49 count, 
40 per cent discount; 50 to 249 count, 
40 and_5 per cent discount. 
Horns. .—Klaxon, qualities less than 
$50 in list value, 35 per cent discount; 
in $50 to $199 value, 40 and 5 per 
cent discount; in $200 value, 50 per 
cent discount. 
Tires.—Mansfield line, fabric, clin- 
cher, 30 x 3 in., $6.35 each net; 30 
x 3% in., $7.25. Heavy duty cord, 
straight side, 30 x 3% in., $10. 
each net; 31 x 4 in., be 75; 32x 4 a * 
5.25; 34 x 4 in., 


$21.25; 35 x 4% 
= $22.75; 33 x 5 
in., $26.85; 35 x 5 in., $28.8 4 
Truck. —Cord, 
each net; 33 x 4% in., 
4% in:, $26.55; 30 x 5 in., 529 88: 33 x 
5 in., $32.95; 34 . 5 in., $35.45; 35 x 5 
in., $36.25; 32 x 6 in, $45.90; 36 x 6 
in., 50.40; 38 x 7 in., $70.65 
Tubes.—Inner, tan, in small lots, 
30 x 3 in., $1.50 each net; 30 x 3% 
in., $1.70; 32 x 3% in., $1.90; in lots 
of 12 or more deduct 10e. each tube; 


x 4 - 
x 4% in., $3. 40: 30 x 5 in., $3.45; 33 x 
5 - 34x 5 in, $3.85; 35 x 5 
., $4; in lots of six tubes or more 
deduct 10c. per tube; 32 x 6 in., $6.20; 
36 x 6 in., $6.15; 38 x 7 in., $9.40. 
Tire Chains.—One to nine sets, 30 
per cent discount; 10 to 49 sets, 35 
per cent discount: 50 to 99 sets, 40 
per cent discount; 100 to 149 sets, 
40 and 5 per cent discount; 250 sets 
and more, 40 and 10 per cent dis- 
count. 


CHIMNEY CLEANERS.—A few retail 
dealers are ordering chimney cleaners 
to care for their early spring public 
demands. 


We quote from Boston jobbers’ 
stocks: 

Chimney Cleaners.—Imp Soot De- 
stroyer, $4 per doz. packages, net. 





COCOA MATS.—Although snows have 
been lacking so far this winter, there 
has been and is a good call for cocoa 
mats. 


We quote 
stocks: 

Cocoa Mats.—No. 1, 14 x 25 in., 
65c. each net; No. 2, 16 x 27 in, 
88c.; No. 3, 18 x 30 in., $1.13. Key- 
stone steel wire mats, No. 2, 18 x 30 
in., $1.47 each net. 

FLASHLIGHT CASES.—Some num- 
bers of Eveready flashlight cases have 
been advanced 25c. each. Others are 
priced as heretofore. 

We quote from Boston jobbers’ 
stocks: 

Flashlight Cases.—Eveready line, 
No. 2602, 60c. each net; No. 2604, ss 
No. 2613 $1.01; No. 2616, 94c.: 

2619, $1. 433 No. 2630, 78c.; No. 2631, 
62c.; No. 2632, $1.07; No. 2633, ‘ 
No. 2634, $1. 10; No. 2660, 78¢.: No. 


from Boston jobbers’ 


2661, 94c.; No.| 2671, 94c.; No. 2672, 
$1.82; No. 2674, $1.98; No. 2694, 
2.60c.; No. 2695, $2.28; No. 2697, 
1.43; No. 2642, $2.30; No. 2644, $2.47; 


No. 2645, $3.41; No. | 4753, $2.50; No. 
6993, $1.27. 
FLUE SCRAPERS.—In common with 
chimney cleaners, there is a better de- 
mand for flue scrapers from those 
retail dealers who are anticipating 
their spring requirements. 
We quote from Boston jobbers’ 
stocks: 
Flue Scrapers.—Stove, No. 05, 60c. 
per doz. net. 
GUNS AND AMMUNITION.—There 
is some talking going the rounds in 
jobbing circles of a possible change in 
prices for loaded shells. 
We quote from Boston jobbers’ 
stocks: 
Drop Shot.—Boy Scout, in tubes, 
$4.15 per case net; B and larger, $2.55 
= bag. Bull’s-eye shot, $3 per case, 


net 
Shot Guns. — Single barrel, Excell, 
12 and 16 gage, 28 in., with ejector, 
in lots of less than 10, $7 each net; 
in lots of $10, $6.85. 
Rifles. — Hamilton, .22, with bolt 
action, No. 43, $2.60 each net. 
KEGS.—The jobbing houses here inti- 
mate some sort of a change is coming 
in the market for kegs. Sales of kegs 
last year were well ahead of those 


for 1926. 


We quote from Boston jobbers’ 
stocks: 
Kegs.—Fir, 5 gal., $1.30 each net; 10 
gal., $1.85; 15 gal., $2.15; 20 gal., $2.40 
25 gal., $2.75; 30 gal, $3; 50 gal., 
$4.10, all from stock. 
POULTRY SUPPLIES.—All kinds of 
poultry supplies continue to sell well. 
Most of the big buying took place 
some time ago, consequently current 
purchases are largely of a filling-in 
nature or by small dealers who buy 


from hand to mouth. 


We quote from Boston jobbers’ 
stocks: 
Poultry Netting.—From stock, 50 


and 5 per cent discount. For direct 
shipment, f.o.b. mill, freight equal- 
ized with the nearest competing mill; 
galvanized after weaving, 50, 10 and 
5 per cent discount; galvanized be- 
fore weaving, 50, 10, 5 and 10 per 
cent discount. 

Brooders.—Oil burners, No. 27A, 200 
chicken capacity, $12.25 each net; No. 
28A, 350 chicken capacity, $14; No. 
80, 350 chicken capacity, $13.30; No. 
81, 500 chicken capacity, $15.05; No. 
102, 1000 chicken capacity, $22.05. Coal 
burners, No. 117, 350 chicken ca- 
pacity, $11.55; No. 118, 500 chicken 
capacity, $15.05; No. 119, 1000 chicken 
capacity, $18.55. Electric burners, 
No. 90, 50 chicken capacity, $10.15; 
No. 91, 100 chicken capacity, $13.83; 
No. 92, 200 chicken capacity, $17.33; 
No. 93, 300 chicken capacity, $20.65. 

Incubators. —No. 40, $1.75 each net; 
style B, No, 14, $11.50; No. 16, $19.25; 
73. No. 1, $26.25; No. 2, 
$31.15; No. 3, $40.43; No. 4, $47; No. 

$74.90. 


5, 
ROOFING MATERIAL.—Jobbers have 
revised upward slightly some kinds of 
roofing material, manufacturers having 
issued new lists some time ago. 


We quote from Boston jobbers’ 
stocks: 

Shingles.—Hexagon strip, 10-in., 
$4.65 per —: 12%-in., $6; Giant 
individual, $7.6 

Roofing. — Roll, smooth surface, 
Continental heavy, $2 a roll net; 
extra heavy, $2.50; Apex, medium, 
$1.55. Battle Axe, light, 95c.; me- 
dium, $1.20; heavy, $1.45. . Mineral 
surface, eee ig super quality, 
$2.10; Balmar, $1.9 

Duck. —Double trill 12 oz., 29- 


in., 40c. a yard, net. 

Stormtite. = Plantie, 33% per cent 
discount; in ‘lots of 500 gallons or 
more in one shipment, 33% and 5 per 
cent discount. 

ROPE AND TWINE.—There is a 
steady flow of rope and twine out of 
jobbers’ stocks, but individual ship- 
ments are of small quantities. There 
is some buying of rope for delivery 
later in the year. 


We quote 
stocks: 
Rope.—Manila, American, 2314c. per 


from Boston jobbers’ 


Ib. base net; competitive, 19'%c.; 
treated, 2444c. Sisal, 16c. Hay rope, 
19c. Cotton rope, 42c, 

Lath Yarn.—Sisal, C130, lic. per 
Ib.; D200, 16c. 

Twine.—Hemp, in %-lb. balls, No. 
12, 38c. a lb.; No. 18, 33c.; No. 24 
31c.; No. 36, 30¢.; No. 48, 29, Yazoo, 
24, 10 oz, balls, 80c. a box. Bison, 
12, 2 og. balls, 80c. a box. Marlin, 


2- ply, in 1-lb. balls, No. 4%, 265c.; 
No. 6, 22c.; in 2-lb. balls, No. 8, 20c. 
Yacht Marlin.—Tarred, 48c. per Ib. 


SASH CORD.—Certain retail dealers 
are ordering sash cord, presumably on 
the theory that raw cotton prices have 











6 HarpwakE AGE for FEBRUARY 16, 1928 





reached bottom and that sash cord is 
more likely to be higher than lower. 


We quote from Boston jobbers’ 
stocks: 

Sash Cord.—Samson, 70c. per Ib. 
base; Red Seal, 43c.; Franklin, 33c.; 
Newcord, 33c.; Silver Lake, 70c.; 
Competitive, 26c. 


SANITARY PRODUCTS. — Moderate 
buying of sanitary products is reported 
with prices on a firm foundation. 


We quote from Boston jobbers’ 
stocks: 

Desolvo special pipe cleaner, 10 oz. 
“size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz.; 
and in gross lots, $2 per doz. Desolvo, 
triple strength, 16 oz. size, case of 2 
doz. cans, $4 per doz.; half gross lots, 
$3.75 per doz.; in gross lots, $8. 50 per 
doz. Desolvo, triple strength, in 2 lb. 
cans, case of 1 doz. cans, $7 per doz., 
and gross lots, $6.50 per doz. 

Kloset Klean, 22 oz. size, less than 
case lots, $2.25 per doz.; case of 2 
doz. cans, $2.15 per doz., gross lots, 
$2 per doz. 

Tubola, 12 oz. cans, less than case 
lots, $2.25 per doz.; case of 2 doz. 
cans, $2.15 per doz., gross lots, $2 
per doz, 

Chaco boiler liquid, single quarts, 


$2.50; half dozen quantity, $2 per qt., 
and dozen quantity, $1.75 per qt. 

Presto Products—oil soap, 16 oz. 
size, $2.60 per dozen; bowl cleaner, 
22 oz. size, $1.85 per dozen; pipe 
opener, 16 oz. size, $2 per doz.; tile 
and porcelain cleaner, 16 oz. size, 
$1.20 per doz.; Met-L-Shyn, 8 oz. size, 
$3.60 per doz.; SilversHyn, 4% oz. 
size, $1.80 per doz.; Waterless cleaner, 
2 pt. size, $5.40 per doz.; same, 5 pt. 
size, $9 per doz.; Window cleaner, 6 
oz. size, $3.60 per doz.; same, 12 oz. 
size, $5.40 per doz.; Presto Lustre, 
6 oz. size, $2.60 per doz.; 12 oz. size, 
$4.32 per doz.; 16 oz, size, $5.40 per 
doz., and Dry Cleaner, 8 oz. size, 
$3.60 per doz. 


SCREENS AND DOORS.—Since job- 
bers issued new prices on screens and 
doors, which showed an advance of 
moderate proportions, forward buying 
has been on the increase. 


We quote from Boston jobbers’ 
stocks: 

Screen Doors.—From stock, No. 241, 
2.6 x 6.8, $19 per doz. net; 2.8 x 6.8. 
$19.88; 210 x 6.10, $20.94; 3.0 x 7.0, 








$21.88. No. 384, 2.6 x 6.8, $26.69; 
2.8 x 6.8, $27.81; 2.10 x 6.10, $29.06; 
3.0 x 7.0, $30.13. No. 545G, 2.6 x 6.8, 
$41.69; 28 x 6.8, $43.13; 2.10 x 6.10; 
$44.88; 3.0 x 7.0, $46.44. 








Factory Shipments.— Deduct 10 
per cent from the above prices. 
Freight is allowed in the distribution 
of cars from factory. 


VENTILATORS.—Continued optimistic 
reports are had from jobbers regarding 
the sale of window ventilators. Retail- 
ers are ordering in small lots, but often. 


We quote from Boston jobbers’ 
stocks: 

Ventilators. — Window, _ sliding 
screen, Continental, No. V937, $4.60 
per doz. net; No. V1537, $6.12. Dia- 
one KE, No. Ne $4.40 per . net; 

02, or 80; o. bong $5.60; No. 1, 
38 20; No. 3, 6. 40; No. 
4, $7. 60; No. +6 *e NO: Worldsbest, 
all metal, No, 3, $2 each net; No. 4, 
$2.34; No. 5A, $2.67; No. 6A, $3.17; 
No. 6B, 33.34. 


WINDOW GLASS.—It is rumored that 
a change in the price of window glass 
is in the making and that it will be 
upward. Jobbers have no definite in- 
formation on the subject, however. 


We quote from Boston jobbers’ 
stocks: 

Window Glass.—Third quality sin- 
gle B, first bracket, 90 and 5 per cent 
discount; larger, 90 per cent dis- 
count; double B, ‘all sizes, 89 per cent 
discount. 





Seasonal Merchandise in Increasing Demand 


—Chicago Steel Mills Show Record Activity 


CHICAGO, Feb. 14.—With the approach of spring there is a steady 
increase in the demand for spring and summer hardware items, 
and in addition there is a good volume of fill-in orders for staples. 
Buying, however, is largely restricted to the requirements of the 


near future, with little tendency 
heavily for very far in advance. 


While prices in general continue to show an increasing firmness, 
and jobbers have advanced their quotations on hinges, there are 


some exceptions. Solder prices 
turer of sash cord has announced 


Steel mill operations in the Chicago area are now the highest since 
the war, being at about 92 per cent of capacity, and deliveries are 
three or four weeks behind. Finished steel prices have advanced 


$1 per ton, and automobile and 
railroads, are buying heavily. 


Collections, the wholesalers report, are fair and are running about 
the same as a year ago. At the same time, however, retailers are 
finding collections rather slow, with the percentage of credit sales 


steadily increasing. 


(Chicago office of HARUWARE AGE) 


on the part of the dealers to buy 


have eased off, and one manufac- 
a reduction of one cent per pound. 


implement makers, as well as the 





AUTOMOBILE ACCESSORIES.—In- 
terest and demand are strong, due to 
the auto show and the excitement at- 
tendant to it. 


We edi from jobbers’ stocks, 
f.o.b. Chica, 

Spark Plugs. —Splitdorf, for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, ‘45c. each; Champion Blue 
Box line, 58c. each; A. C., 53c. each; 
lots of 100, 50c.; A. C. Special Ford, 
36c. each. 

Spot Light. — Appleton, No. 3280, 
$6.50 each. 

Chains.—Non-skid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each. 

Pumps. — Rose, 1% in. cylinder, 
$1.85 each. 

Tires and Tubes.—30 x 3% over- 
size cord tires, $8.30 each; regular 
cords, $6.10 each; gray inner tubes, 


30 x 3%, $1.24 each; red inner tubes, 
30 x 3%, $1.45 each. 


AXES.—Orders are in normally active 
seasonal volume. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single bit base weight 
axes, unhandled, at $14 per doz.; han- 
dled, at $19.25 per doz.; double bit 
base weight axes, unhandled, at $19 
per doz.; handled, at $24.50 per doz. 


BASEBALL GOODS.—A good volume 
of orders for spring delivery is be- 
ing placed. 

BOLTS AND NUTS.—January sales 
showed a nice gain over last year. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread, 60 per cent discount; small 
carriage bolts, rolled thread, 60-10 
per cent discount; machine bolts, cut 
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thread, 60 per cent discount; small 
machine bolts, rolled thread, 60-10 
per cent discount; all stove bolts, 75- 
10 per cent discount; lag screws, 60 
per cent discount. 


BUILDERS’ HARDWARE.—Sales are 
showing a seasonal increase. Prices 
are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 3% x 3% steel butts, 
old copper and dull brass finish, $2.07 
per doz. pair, case lots, less quanti- 
ties, 9c. per doz. pair higher; 4 x 4 
steel butts, old copper and dull brass 
finish, $2.90 per doz. pair, case lots; 
less quantities, 10c. per doz. pair 
higher; heavy steel bevel inside sets, 
$5.75 per doz, sets, case lots; steel 
bit-keyed front door sets, $1.45 per 
set; wrought brass, bit-keyed front 
door sets, $2.49 per set; cylinder front 
door sets, $6 per set. 


CHAYIN.—There is a very satisfactory 
demand and prices are firm. 


We quote me - jobbers’ stocks, 
f.o.b. Chica; % in. proof cow 
chains, $8. 50 1 oer 100 Ib. dennce Bull 
Dog and Brown coil chains, 50-10 per 
cent discount. No. 00-414 electric 
welded cow ties, $2.75 per doz. 


COPPER RIVETS AND -‘BURRS.— 
Present costs will undoubtedly cause 
an advance in jobbers’ prices when 
their present stocks are sold. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 40-5 per cent discount. 


ELECTRICAL MERCHANDISE.— 
There are no price changes. Sales for 
January, ordinarily a quiet month, were 
very good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Electrical. merchan- 
dise, No. 14 rubber covered wire, 
$5.80 per 1000 ft.; in less than 1000 
ft. lots, $6.30; No. 18 lamp cords, 
12. 50 per 1000 ft.: in 1000 ft. lots, 

%-in. brush. brass key sockets, 
is3 c. each; two-way plugs, 465c. 
each, in lots of 10, 40c. each; two- 
piece attachment plugs, 37 7c. each; 
dry cells, boxes of c. each; 
less than case lots, 36c. boa 5 


Electrical Appliances.—Iron, Hot 
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The Remington Weekly Letter 


OUR FRIENDS THE FARMERS 









“KNIVES THAT BITE” 


Built for Service 
on the Farm 


| 'ARMERS and ranchers have been 
looking for pocket knives that are 
sharp. Remington Stock Knives are 
sharp because all the blades are hand- 
honed at the factory. They will hold 
their biting edges a long time, and will 
take new ones easily when hard use 
finally dulls them, because the steel in 
| Remington blades is hardened and 
tempered to just the right degree by a 

| special Remington process. 


! For altering stock, R4023, pictured 

here, has a correctly shaped and 

ground spey blade to make clean, 

quick-healing cuts. There is also a 

large clip blade for general use, and a 

unch and reamer blade for punching 

oles in leather, scraping insulation off 

wires, cleaning pipes and. spark plugs 

j and doing a hundred other jobs—solid 

forged, can be easily resharpened when 

necessary. Selected stag handle and 

nickel silver linings, bolsters and shield 
that will not rust. 


Look at the Remington Stock Knives 
at your dealers. Test the bite in the 
blades for yourself. Examine the fine 
workmanship, and you will agree that 
you should own one. 


{| If your dealer hasn’t R4023 in stock, 
| send us his name and $1.50 and we 

will forward one to you promptly 
i postpaid. 


REMINGTON ARMS COMPANY, Inc. 


25 Broadway + Established 1816 » New York City 


|| Remington, 


© rom nA. co 





aE 


I don’t have to tell hardware merchents about 
the importance of farmer customers, but you 
may be interested in knowing that we are mak- 
ing a special drive in our edvertising to bring 
farmers into your store to purchase Remington 
Arms, Ammunition and Cutlery. Without the 
farmers’ purchases a large percentage of the 
hardware stores would soon close their doors. 
And farm purchases are becoming more impor- 
tant all the time. One reason for this is the 
increasing cost of farm labor. Farmers cannot 


We have had a number of requests 
for reprints of these Weekly Letters, 


afford to hire as much help as they formerly did. 
They do more of their own work and they need 
the best tools. With the prices of tools what they 
are today anybody who buys good tools is impor- 
tant to the hardware man. 


This spring, during the season for altering stock, 
we are concentrating on Remington knives for 
farmers, ranchers and stockmen—*“Knives that 
Bite.” Each advertisement features a particular 
knife that is popular in the section where the 
advertisement will circulate. It shows a picture 
of the knife and gives some real selling talk. 
Starting off with the most important point, that 
it is sharp—hand-honed at the factory—the adver- 
tisements follow through with a description of the 
razor-sharp spey blades, correctly designed for 
eltering stock, with which all these knives are 
equipped, and give all the details that the farmer 
wants to know about a knife. 


Your customers are seeing these advertisements. 
They can’t escape them, because the farm papers 
we are using, which are listed below, have a com- 
bined circulation of 4,716,392. 


Country Gentleman Oregon Farmer 
Successful Farming 
Progressive Farmer 
Southern Agriculturist 


Southern Ruralist 


Washington Farmer 
Farmers Guide 

The Farmer 

Wisconsin Agriculturist 


Farm & Ranch Ohio Farmer 
Pacific Rural Press Pacific Homestead 
Idaho Farmer ; 


The advertising in these papers is making it easier 
for you to sell Remington Products. Have them 
well displayed attractively with counter cards and 
other attractive dealer aids which we are glad to 
supply. Many a man comes in to look and stays 


to buy. 


“Show Samples—Talk Points” 








A Pr ew 


President 


to be distributed to salesmen and 
others. We shall be glad to supply 
any of our customers with copies 
upon request. 


REMINGTON ARMS COMPANY, Inc. 


25 Broadway, New York City Telephone, Bowling Green 3392 


Manufacturers of Arms, Ammunition, Cutlery, Cash Registers and Service Machines 
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lots of six, $3.90; Sun- 


Point, 
Per- 


beam, $5; lots of six, $4.75. 
colator, Universal 9169, $16.65. 

Radio Supplies.—Radio B batteries, 
D 779 E, $1.40 each; base lots of 5, 
$1.30; No. 770, $3.40 each; No. 770, 
packages of 5, $3.17; No. 772, $2.62 
each; packages of 5, $2.44; No. 486, 
eH each; No. 486, packages of 5, 


$4.20; 


Battery Chargers.—Apco line, lots 


of less than 10, $9.90 each. 


FILES.—Prices are unchanged and 
there is a normal demand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: American files, 60-10 
per cent off list; Nicholson files, 50 
per cent off list; Black Diamond files, 
50 per cent off list. 


GALVANIZED WARE.—There was a 
good January movement on tubs and 
pails, with pails for sap in especially 
good demand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Standard galvanized 
after’ made tubs, No. 1, $6: No. 2 
$6.85; No. 3, $8; 10 qt. galvanized 
after made pails, $2.12; 12 qt., $2.33; 
14 qt., $ ; 1 gal. all galvanized oil 
cans, special, $2 doz.; 2 gal., $4 per 
doz.; 3 gal., $5.75 doz.; 5 gal., $7 doz.; 
1 bu. galvanized baskets, $6.20 doz.; 
No. 26, baled, ™% bu. galvanized 
measures, $4.50. 


GLASS AND PUTTY.—The demand 
is seasonably quiet. Prices are un- 


changed. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, all 


brackets, 89-5 per cent discount; sin- 
gle strength B, all brackets, 90-7% 
per cent discount; double strength A, 
all brackets, 89 per cent discount; 
double strength B, all brackets, 90-5 
per cent discount; putty, pure grade, 
$4.25 per 100 Ib.; commercial, $3.50 
per 100 Ib. 
GLASS SUBSTITUTES.—Sales for 
poultry sheds, hot beds and cold frames 
are increasing daily. Dealers who 
carry stocks are in best position to 
benefit from this new and growing de- 
wea Prices are firm and unchanged. 
uote from jobbers’ stocks, 
top icago: Cel-O-Glass, 100 x 3 
ft., full rolls, $36 each; Glass-Cloth, 
150 x 3 ft., full rolls, $12 each. 


HANDLED HAMMERS AND HATCH- 
ETS.—Sales are quiet, except on me- 
dium and lower grades. Small-sized 
nail hammers are now on same price 
basis as the 16-0z. (standard) size. 


HAMMERS— 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality, 16 oz. 
nail hammers, $12 doz.; Maydole, 
$12.60 doz.; 16 oz. machinists’ ham- 
mers, first quality, $9.20 doz.; com- 
petitive grade, 16 oz. nail hammers, 
$6 to $8 doz. 


HATCHETS— 


We quote 
f.o.b. Chicago: 


from jobbers’ stocks, 
First quality hatch- 
ets, No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


HANDLES, AGRICULTURAL.—There 
is a slight improvement in the demand 
as the season advances. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Hay fork handles, 
straight, chucked and bored, 4 ft., 
$2.40 per doz.; 4% ft., $2. 70 = G08. 
XX 4 ft., $3.90 per doz.; ; 4% ft., 4.20 
per doz.: ash fork handles, oar. 
chucked and bored, X 4 ft., $2.90 per 
doz.; 4% ft., $3.20 per doz.: ash hay 
fork handles, bent, with strap, fer- 
rule and cap, X 4 ft., $4.90 per doz.: 
4%, ft., $5.25 per doz.; XX 4 ft., $6.15 
per doz.; 4% ft., $7.10 per doz.; bent 
manure fork handles, plain, X 4 ft., 


$3.05 per doz.: 4% ft., $3.40 per doz.: 
pe & ft., $4.65 per doz.; 4% ft., $5 
per doz.; bent manure fork handles, 


with strap, ferrule and cap, X 4% ft., 
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$5.25 per doz.; XX, 4 ft., $6.65 per 
doz.; 4% ft., $7.10 per doz.; garden 
hoe handles, _ 4% ft., $2.60 per 
doz.; XX 4% ft., $3.10 per doz.; rake 
handles, X 5G ft., em 55 per doz.; 
XX 5% ft. tof per doz.; shovel 
handles, redutne pattern, X 4% ft., 
$4.25 per doz.; XX 4% : $5.95 per 
doz.; D shovel handles, X, $5.25 per 
doz. ; X, per doz.: wood D 
spade handles, X, $4.90 per doz.; D 
shovel handles, x Zoe 


. top, $4.45 
per doz.; Sturd-E top, $4.50. 


HANDLES, HICKORY.—The demand 
is very active and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 (new Ww.) 
hickory, $4 doz.; No. 2 (new B. R.), 
3 doz.; second growth hickory (new 
A. W.), $5 doz.; finest selected second 
, da hickory (new A, A.), $6.50 
oz. 

Hatchet and Hammer Handles.— 
No. 1 (new S. B. R.), 90c. doz.; finest 
second growth hickory (new S. A. 


W.), $1.80 doz. 
HINGES.—An advance in _ jobbers’ 
prices is announced. The demand is 
good. 


We quote from jobbers’ stocks, 


f.o.b. Chicago: Heavy strap hinges 
in bundles, 4-in., 92c.; 5 in., $1.22; 
6 in., $1.54; 8 in., $2.47; 10 in., $4.00 
per doz. pair; extra heavy T hinges 
in bundles, 4 in. $1.26; 5-in., $1.56; 
6 in., $1.87; 8 in., $2.80; 10 in., $4.50 
per doz. 


ICE CREAM FREEZERS.—A fair vol- 
ume of orders has already developed 
and is increasing as the season ad- 
vances. 


We quote 
f.o.b. Chicago: 
gt., $4.80 list; 
$6.75 list; 4 qt., 
$10.45 list; 8 qt., 
$17.90 list; 12 qt., 
$25.60 list; 20 qt., 
$42.60 list. Arctic, 5 at., 
$4.60 list; 3 qt., $5.45 list; 4 qt., $6. 80 
list; 6 qt., $8. 60 list; 8 qt., $11.10 list. 
All the above less 50 per cent dis- 
count. Alaska, 1 qt., $2.95 list; 2 qt., 
$3.45 list; 3 qt., $4.10 list; 4 qt., $5 
list; 6 qt., $6.30 list; 8 qt., 


jobbers’ stocks, 
Mountain, 1 
3 at., 
6 qt., 
10 qt., 


from 
White 
2 qt., $5.60 list; 
$8.25 list; 
$13.40 list; 
$21.50 list; 15 at. 
$33.20 list; 25 
$4 list; 2 = 


$8.20 list; 
10 qt., $10.75 list; 12 qt., $14 list; 15 
t., $17 list; 20 qt., $21.50 list. A dis- 
count of 20 and 10 per cent on all 
above prices, Acme, 2 qt., galv., $8 
doz.; 2 qt., enamel, $10 per doz.; 4 
qt., enamel, $18 per doz. Above prices 
are net. 


NAILS.—Prices are very firm at the 
10c. per keg advance of Jan. 25. Deal- 
ers’ orders are larger than last year. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: l.c.l. quantities com- 
mon wire and cement coated nails, 
current lLc.l. stock orders, $3.10 per 
keg base, Dec. 1, 1927, extras. 


PAINTS AND OILS.—There is a good 
seasonal demand and prices are un- 


changed. 
quote from jobbers’ stocks, 
f.o.b. Chicago: 

Linseed Oil, Raw.—Barrel lots, 86c. 
5 barrel lots, 83c. per gal. 


per gal.; 

Linseed Oil, Boiled.—Barrel lots, 
89c. per gal.; 5 barrel lots, 86c. per 
gal. 

Denatured Alcohol.— Barrel lots, 


581%4c. per gal.; steel drums, extra $6, 


returnable. 


Turpentine. — Drum lots, 73c. per 
gal. net. 

White Lead.—100 Ib. lots, $13.25; 50 
Ib. lots, $6.75; 25 Ib. lots, $3.40; 12% 
Ib. lots, $1.75. 

Shellac.—(41%4 Ib. cuts), white, $2.60 
or’ gal.; orange, $2.30 per gal. 


English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ib. 

Dry Paste.—Barrel lots, 
Ib. 


PREPARED ROOFING.—Sales are un- 


7%ec. per 


usually good for this season. Prices 
are expected to go higher. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $1.80 per 
square; best grade tale surfaced, 
$2.05 per square; medium tale sur- 
faced, $1.05 per square; light talc 
surfaced, 85c. per square; red rosin 


sheathing, $55 per ton. 
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PYREX WARE.—Sales are normal and 
prices are unchanged. 


We nel from jobbers’ stocks, 
f.o.b. Chicag 
Bread Pans. —Ne. 212, $7.20 dozen; 


No. 214, $12 dozen. 

New Handled Casseroles.—Round, 
No. 622, $12 doz.; No. 623, $14 doz.; 
Oval, No. 632, $12 doz.; No. 633, $14 
doz. ; _——. _— No. 642, $12 doz.; 


No. 643, $14 d 

Pie Pinxtes—No. 208, $6 per doz.; 
No. 209, $7.20 per doz. 

Tea Pots.— cup, $21 doz.; 4 cup, 
$24 doz.; 6 cup, $28 doz 

Utility Pans.—No. 231, “$38 doz.; No. 
232, $14 doz. 


Iced Tea Sets.—$4 per set. 
ROLLER SKATES.—The present de- 
mand is the largest at this season for 
years. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Union roller skates, 
boys, $1.40; girls, $1.50; Chicago roller 
skates, boys, $1.30; girls, $1.40. 

ROPE.—Sales activity is bettering, 
though dealers are buying conserva- 
tively. Present prices are affirmed to 
March 1 at least. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 Manila standard 
brand, 22c. to 24c. per Ib.; No. 2 
Manila, 2lc. per lb.; No. 1 Sisal, 
ise to 16c. per Ib.; No. 2 Sisal, 

31% to 15c. per Ib. 


SANITARY PRODUCTS.—A normal 
and steady demand is reported. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Presto Products.—Oil soap, 16 oz. 


size, $2.60 per doz.; bowl cleaner, 22 
oz, size, $1.85 per doz.; pipe opener, 
16 oz. size, $2 per doz.; tile and por- 
celain cleaner, 16 oz. size, $1.20 per 
doz.; Met-L-Shyn, 8 oz. size, $3.60 
per doz.; Silvershyn, 4% oz. size, 
$1.80 per doz.; Waterless cleaner, 2 
pt. size, 4 per doz.; window 
cleaner, 6 oz. size, $3.60 per doz.; 
Presto Lustre, 6 oz. size, $2.60 per 
doz.; and Dry Cleaner, 8 oz. size, 
$3.60 per doz. 


SAWS.—There is a satisfactory demand 
and prices are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Circular cord wood, 
20 in., $2.20 to $3; 22 in., $2.64 to $4; 
24 in., $3 to $4.50; 26 in., $3.50 to $5; 
28 in., $4 to 6; 30 in., $4.75 to $6.50. 

SASH CORD.—Prices have been re- 
duced a cent per pound by one large 
manufacturer. Jobbers’ prices are un- 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 er brands, 
$7790 per doz. hanks, No. 8, $8.90 per 
doz. hanks. 

SASH PULLEYS.—tThere is a satis- 
factory demand and prices are un- 
changed. 


We quote from jobbers’ stocks, 
f.0.b. Chicago: Common sash pulleys, 


55c. per doz.; barrels, 50c. per doz.; 
Common Sense, 2 in., 55c. doz.; bar- 
rels, 50c. doz.; No. 110, 50c, doz.; 


barrels, 45c. doz. 
SCREWS.—The new lists and advanced 
prices of Jan. 1 are now well estab- 


lished. Current sales volume is nor- 
mal. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: (New lists Jan. 


1928) Flat head bright screws, 50-10 
per cent; round head, blued, 45-10 
per cent; flat head, brass, 45-10 per 
cent; round head, brass, 40-10 per 
cent. 


SOLDER AND BABBITT.—Sales are 
increasing, with prices somewhat easier. 


We =. from jobbers’ stocks, 
f.o.b. Chica: 

Wartanted °50- 50 solder, $37.30 per 
100 1b.; medium 45-55 solder, $34.70 
per 100 lb.; tinners 40-60 solder, $32.10 
per 100 lb.; high speed babbitt metal, 
$20 per 100 lb.; standard No. 4 bab- 
bitt metal $12.00 per 100 Ib. 


STEEL SHEETS.—Prices are very 
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rh es ‘ 9 i 
se aybe youre on : 
y. If you have anything to do with doors that slide—heavy doors or light ones 
P< —you know that the door-hangers run on metal tracks. If the track is 
Water? wrong the doors don’t work properly. 
hae Richards-Wilcox door-hardware—hangers, brackets and track—is so 
yf 4200 well-made, so carefully and scientifically Tesiniiel, that when it’s properly 
KeiT FY installed it works right; almost never gives any trouble. We know it’s right. 
Acattb rs Lately we've been getting trouble calls; and when we send an engineer 
tYeu he, to straighten things out, he finds that the job has been “‘botched”’ by put- 
et ting up some other track than ours. There are cheap substitutes being 
Se made, and sold to unwary buyers who care more for an extra profit than PG 





for an honest value to a customer. 

The hangers and brackets have our trade-mark and name stamped on 
them; so has the track we make. It isn’t a real Richards- Wilcox job unless 
our name is on the hangers, brackets and track. 

















You'll avoid trouble by being sure of our mark. Look out for 
any attempt to sell you anything else. The guarantee does not 
apply unless hangers, brackets and tracks are Richards- Wilcox. 











AURORA, ILLINOIS, U.S.A. 

‘New York Boston Philadelphia Cleveland Cincinnati Indianapolis St.Louis New Orleans 
Chicago Minneapolis KansasCity LosAngeles SanFrancisco Omsahs Seattle Detroit. 
Montreal - RICHARDS-WILCOX CANADIAN CO.,LTD., LONDON, ONT. + Winnipeg 
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strong and manufacturers are taking 
further advances, though hardware de- 
mand is very light for sheets at this 
season. 


We quote 
f.o.b. Chicago: 
sheets, $5.30 per 100 Ib.; 
sheets, $4.20 per 100 Ib. 


WIRE PRODUCTS.—tThere ik a de- 
cidedly noticeable increase in buying. 
The recent 10c. advance on nails and 
wire is well maintained. 


We quote from jobbers’ 
f.o.b. Chicago: No. 9 black 


from jobbers’ stocks, 
28 gage galvanized 
28 gage black 


stocks, 
annealed 
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wire, $3.30 per 100 lb.; No. 9 gal- 
vanized plain wire, $3. 85 per 100 Ib.; 

catch weight spools galvanized cattle 
or hog wire, $3.80 per 100 lb. Polished 
fence staples, $3.55 per 100 lb. Wire 


cloth, black, 12-mesh, $1.85 per 100 
sq. ft.; galvanized, 12-mesh, $2.05 per 
100 sq. ft.; bronze, 14-mesh, $5.60 per 
100 sq. ft. Galvanized poultry net- 
ting: Galvanized before made, 60 per 


cent discount; galvanized after made, 


50-10 per cent discount. 


WRENCHES.— Present prices seem low 





and pipe wrench manufacturers claim 
| there is no money in them. 


We quote from jobbers’ stocks, 





f.o.b. Chicago: Agricultural wrenches, 
60-10-5 per cent discount. Coes 
wrenches, 40-10 per cent discount; 
engineers’ wrenches, 50-10 per cent 
discount off new list; Stillson 
wrenches, 70-10 per cent discount; 
Trimo, 70-5 per cent discount. 
Snapon Wrenches. — Radio 
electrical sets in metal cases, $2.7 
No. 101, Master Service Set, $13. 7B: 
No. 202, Heavy Duty Set, $8.80; No. 
404, Flexible Socket Set, $8.80; No. 
Crankcase Drain Plug Socket, 
; No. 90 Square Socket Set 
No. 1817, Giant “‘Snap-on’”’ with 
extra heavy duty ratchet, $27.35. 
All Snap-on Wrenches less 33% per 
cent discount. 


oe 


Northwest Reports Encouraging 
Prospects—Prices Tend to Advances 


MINNEAPOLIS, Feb. 


14.—Conventions and exhibitions are 


(Minneapolis office of Hanpwake Aci) 


“on the 


boards” now for the next few weeks in the Northwest tributary to the 


Twin Cities. 


With the Twin Cities Automobile Show, national in scope 


this year, and the Wisconsin Retail Hardware Association Convention 
in the immediate background, the next event in this part of the coun- 
try is the Iowa Retail Hardware Convention, and the similar one in 
North Dakota, followed closely by the Minnesota and the South Dakota 


conventions. 
hundreds of dealers to the Twin 


It is expected that the Minnesota convention will bring 


Cities, and jobbers will hold open 


house, as well as exhibit at the new Municipal Auditorium in Minneap- 
olis, where the convention will be held. The week is usually regarded 
as a buying week for the dealers, and this year will be no exception. 
As this is being written, the Twin Cities are experiencing the first 
rain of the year, making spring thoughts and plans seem more real. 
Reports from all over the Northwest are very encouraging, in nearly all 
lines. Prospects for building in practically all lines are good and gen- 
eral hardware should sell even better than during the year just past. 
Prices in several lines have been altered. Fence wire and nails show 


the most significant change. 


AXES.—Demand is steady, with stocks 
well balanced. Prices are firm as 
quoted. 
We 
f.o.b. 
weight axes, 


quote from jobbers’ stocks, 
Twin Cities: Single bit base 
$16; double bit base 
weight, $21.50; Plumb Dreadnaught 
single bit, unhandled axes, $14.50; 
double bit, $19.50; handled single bit. 
$19.25; double bit, $24.25 per doz. net. 


BOLTS.—Sales are fair, with stocks 
filling up for the spring trade. Prices 
have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carriage and ma- 
chine bolts, all sizes, 60 per cent; 
stove bolts, 75-10 per cent; and lag 
screws, 60 per cent from standard 
lists. 

BUILDING PAPER.—Demand is still 
light, with prices firm. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Rosin sized build- 
ing paper at $2.75 cwt., and tarred 
felts at $3.10 cwt., net. 


BUILDERS’ HARDWARE.—Building 
prospects are very good in this section 
of the country for this year. Archi- 
tects are working on plans at present 
for many public buildings, with a fair 
percentage of residences. 


We quote from jobbers’ stocks. 
f.o.b. Twin Cities: 3% x 3% steel 
butts, old copper and dull brass fin- 
ish, 19c. pair; in less than case lots. 
18c. pair in case lots; 4 x 4 steel 
butts,.old copper and dull brass fin- 
ish, 26c. pair in less than case lots, 


New prices are given below. 


2dc. pair in case lots; broad bevel 
steel inside sets, old copper or dull 
brass finish, one piece knobs. less 
than case lots, $7 doz. sets, case lots, 
$6.75 doz. sets; steel bit-keyed front 
door sets, $1.60 per set; wrought 
brass outside trim, bit-keyed front 
door sets, $1.85 per set; cylinder 
front door sets, $6.50 per set. 


Light plain strap hinges, 3 in., 56c. 
doz. pair; 4 in., 75c. ~*. pair: heavy 
plain strap hinges, in., 98c. doz. 


pair; 5 in., $1.22 doz. ole: 6 in., $1.56 
doz. pair; ‘light plain tee hinges, 3 in.. 
62c. doz. pair; 4 in., 78e. doz. pair: 
heavy plain tee hinges, 4 in., $1.06 
doz. pair; 5 in., $1.20 doz. pair: 6 in.. 
$1.40 doz. pair: 8 in., $1.95 doz. pair: 
extra heavy plain tee hinges. 4 in., 
$1.28 doz. pair; 5 in., $1.58 doz. pair; 
6 in., $1.89 doz. pair: 8 in., $2.83 doz. 
pair; 10 in., $4.53 doz. pair net. 


CHAINS.—Sales are holding up well, 
with prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Log chains, 1 x 
14, $13.85; % x 14, $10.80: % 
$10.20; proof coil chain, % in.. $12: % 
in.. $8.95; ™% in., $8.35; 5% in., $9.20 
ewt., net. 


EAVES TROUGH, CONDUCTOR PIPE 
AND ELBOWS.—Present sales are 
rather light, with prices unchanged. 


We quote from jobbers’ stocks. 
f.o.b. Twin Cities: Eaves trough, 28 
ga.. 5 in., S. B., slip joint, in crates. 
$5.50 — 100 ft.: conductor pine. 28 
ga., 31 in crates, not nested, $5.40 
ner 100 i: 3 in., $1. 73 doz. net. 


FILES.—Demand for files is fair, with 
stocks well assorted. Prices have not 
changed. 





| 
| 





We quote from jobbers’ stocks, 
f.o.b. Twin Cities: est grade files 
at 50 per cent, and second grade files, 

60 per cent from lists. 
GALVANIZED WARE. — Sales are 
steady, though not particularlysheavy 
at present. Stocks are ample, with 


prices firm. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard 10 qt. 


galvanized pails, $2.45; 12 qt., $2.65; 
14 qt., $2.95; stock pails, 16 qt., $4.70; 
18 qt., $5.50; standard galvanized 
tubs, No. 1, $6.75; No. 2, $7.65; No. 
d 5; heavy tubs, No. 1, $12.60; No. 
; No. 3, $15 doz. net. 


GLASS AND PUTTY.—Sales are light, 
with stocks graded accordingly. Prices 
show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single and double 
strength glass, Minnesota prices, 87 
per cent; and strictly pure putty in 
50 lb. containers, $4.85 cwt., net. 

HAMMERS AND HATCHETS.—Small 
tools are selling at a fair rate, with 


stocks well assorted. Prices have not 


changed. 
We quote from jobbers’ see: 
f.o.b. Twin Cities: Maydole, No. 11% 
carpenters’ hammers, $12.60; Plumb 


No. HF81, $12; Plumb broad hatchets, 

No. 2, $16.40; shingling, No. 2. $12.50 

and claw, No. 2, $13.75 doz. net. 
LAMPS AND LANTERNS.—Demand 
continues good in all kinds of lamps and 
lanterns. Prices are firm as quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Coleman lamps, 
No. C329, $6.25; No. C318, $7; No. 
C317, $7. 40 each; lanterns, 'No. L327, 
$5.25; No. L427, $6; No. L227, $6.10 
each: tubular, long or short globe 
lanterns, $13 doz. net. 


OIL HEATERS.—There is a steady call 
for this class of merchandise, with deal- 
ers looking forward to the regular 


spring demand. Prices have not 
changed. 
We quote from_ jobbers’ stocks, 


f.o.b. Twin Cities: Nesco Perfect Oil 
heaters, No. 12, $5.50; No. 15, $7; No. 
016, $8.25; No. 0190, “ 

$7.50; No. 0161, $8. 5; No. 0191, $11: 
No. 505, Giant, $11.25; No. 605, $12.75 
each, with discount in quantities less 
than ten, 30 per cent; ten or more, 
30-5 per cent. 


NAILS.—Sales are still rather light, 
with stocks being graded to match. 
Prices have advanced ten cents per hun- 
dredweight. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails, and cement coated wire nails 
fe 100-Ib.. kegs ‘at $3.20 per keg, 
ase. 


Reading matter continued on page 52 
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e 
For Buying Rope 

a To know what you are selling, and, by the same token, to have your cus- 
y tomers know exactly what they are buying is a real asset. 
r 
') Any hardware dealer may obtain rope of known quality for his trade by 
fi insisting upon the rope containing the 

U 
‘ | x e 
f Columbian 7 ape-Marker Guarantee 
¢ 







It is the famous Columbian Tape-Mark ed Pure Manila Rope which has the red, 
white and blue Tape-Marker in every foot. On this Marker, the Columbian 
Guarantee appears, vouched for by the manufacturer’s signature. 


we 













The Tape-Marker is the surest guide for buying or selling rope because it 
not only identifies the rope as being Columbian, but also assures, through the 
signed Guarantee, that it is a quality rope. For these reasons, Guaranteed 
Columbian Rope is the easiest rope on the market for the dealer to sell. 


By Pn a RRS 





Min: 








Columbian Rope Company 
352-80 Genesee Street 
Auburn, “The Cordage City,” N. Y. 






2 Sh Sag a Se 









Branches: New York Chicago Boston New Orleans 
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PYREX OVENWARE.—Sales are still | coming to recognize the possibilities in , We qennt*, from Bopbers’ stocks, 

3 5 . Aen : .o.b. Twin es: n steel roller 
fair, with stocks well filled. Prices are | this line. Prices are steady. skates, 75c. pair; Speed King, boys’, 
unchanged. We quote from jobbers’ stocks, a pair, and girls’ Speed King, $1.30 

. f.o.b. Twin Cities: pair, net. 

We uot from jobbers’ stocks, . ° : ° 
f.o.b. Twin Cities: Na. 623 casseroles Presto Products—oll soap, 16 os. SOLDER.—Call for solder is fair, with 
$1.17; No. 624 casseroles, $1.33; No. size, $2.60 per dozen; bowl cleaner, 22 ‘ fi 
634 casseroles, $1.33; No. 212 bread oz. size, $1.85 per dozen; pipe opener, stocks ample. Prices are firm. 
Ramneaben Se, Sip utan ies | Hts, $y don di Poor: | we squnt, from Jobber socks 
Rei pie pate, oe Re Si .wui: | Gow’ aleictnyn, °F ones af | fa tin Cite, Stic halt and 
india iene fo —— No. 953 $1.80 per doz.; Waterless cleaner, 2 gd — solder, 37c. Ib., net, in 

ps, 7 ch net. pt. size, $5.40 per doz.; same, 5 pt. a 2 
REGISTERS.—Demand shows a slight size, 5 per dos. ; Wantow cleaner, 6 STEEL SHEETS.—Demand is fair, 
. siti 0z. size per doz.; same, 12 oz. ; i 
improvement, with the approach of the size, $5. 40, per doz. ; ; Presto Lustre, 6 — — well filled. Prices have 

«1 a2 . oz. size, per doz.; 12 oz. size, not change 
building season. Prices are unchanged. $4.32 per doz.; 16 oz. size, $5.40 per ta ee oe 

We quote from jobbers’ stocks, doz., and Dry Cleaner, § oz. size, f.o.b. Twin Cities: Galvanized steel 
f.o.b. Twin Cities: Cast iron regis- $3.60 per doz. sheets at $4.90 cwt., base (24 ga.) 
ters, 20 per cent and wrought steel Desolvo special pipe cleaner, 10 oz. and black steel sheets at $3.95 cwt., 
registers, 40 per cent from lists. —_ less — qne sete $2.25 per base (24 ga.) * 

doz.; case of 3 doz., 15 per doz.; oe R 
REGISTER AND RADIATOR and in gross lots, $2 per doz. Desolvo, WEATHER STRIP.—Sales are holding 
SHIELDS.—Sales are still showing a doz. cans, $4 per doz; Size, case of 2 | up well, with the end of the real selling” 
fair volume, with stocks ample for the $3.75 per doz.; in gross lots, $3. 50 per season in sight. Stocks are being 
demand. Prices are unchanged. pool ve triple eg wee — graded down for the change in demand. 

We quote from jobbers’ stocks, and gross lots, $6.50 per doz. Prices have not changed. 

f.o.b. Twin Cities: Floor register Kloset Klean, 22 oz, size, less than We quote from jobbers’ stocks 

shields, $12 doz. wall, $6 doz. and case lots, $2.25 per doz.; case of 2 f.o.b. Twin Cities: No. 70, felt weather 

sheet | steel adjustable radiator doz. cans, $2.15 per doz., gross lots, strip, $2.10; No. 71, $2.10; No. 71%, 

shields, $2.67 to $4.37 each net. ye! 9 Page ee. See ae $3; No. 74, 13. .20; No. 8, flexible rub- 

P . ‘ 3 Ss, les "AS 1 N 
ROPE.—There | is a fair market for lots, $2.25 per doz.; case of 2 doz. No, f- Oa pe hi g0: No. 10. po 
rope for this time of year. Prices are ag per doz., gross lots, $2 $2.25: Wirf’s 500 ft. rolls, $4.40; Bos- 
; ; ’s, 500 ft. rolls $ ‘ 
firm as last quoted. Chaco boiler liquid, single quarts, ley's, 00 ft. rolls, $3.94 per 100 ft., 
vo , $2.50; half dozen quantity, $2 per at., . , — 
We quote from jobbers’ stocks, aad denen quantity, $126 per et.” WINDOW VENTILATORS.—This line 


f.o.b. Twin Cities: Best grade manila 


rope, 24c. and best grade sisal rope, SCREWS.— Sales are steady, with shows fair activity, with prices firm. 


17c. Ib., base 
’ ° . We quote from jobbers’ stocks, 
SANDPAPER.—Call is steady, with a stocks well assorted. Prices show no Coin Duin Cillian: Maen week frame 
- C 3 ° changes. window ventilators, $4.80; 2, 
fair volume from painters and deco- , $5.60; No. 3, $6.40, and No. 4, 97. 60 
We quote from jobbers’ stocks, d 
rators. Stocks are well assorted and f.o.b. Twin Cities: Flat head bright oz., net. - : : 
prices firm. woos screws, 50 per cent: flat head | WIRE.—Sales are light, with stocks in 
apanned, 37% per cent; roun eac . 48 . 

We quote from jobbers’ stocks, blued, 45 per cent; flat head brass, like condition. Prices have advanced. 
f.o.b. Twin Cities: Best grade sand- 45 per cent, and round head brass, We quote from jobbers’ stocks, 
pow ant No. as s “% eg of 75 — 40 per cent from new lists. <>. Me Ceti ae an 
second grade, No. 1, 77c. per box o P . barbed wire, per -rod spoo 
4 sheets: garnet No. 1, $16.75 per SKATES.—There is still some call for galvanized hog barbed wire, $3.39 per 
ream, net. ice skates, but the real selling in this 80- rod spool; painted cattle barbed 


SANITARY PRODUCTS—Sales are | line is past for the season. Roller | wir’ 82:50 .Per,80-rod spool: painted 








showing a steady volume, with stocks | skates are beginning to sell to dealers spool; No. 9 (base) smooth galvan- 
- nett . ized wire, $3.65 cwt.; No. 9 (base) 
in good condition. Hardware men are ! for the spring trade. smooth black wire, $3.20 cwt. 





The House That Advertised Solder Built 


HE newly enlarged plant of the Chicago 
Solder Co., shown in this picture, is lo- 
cated at 4201 Wrightwood Avenue, Chicago, 
Ill. It provides 35,000 sq. ft. of manufactur- 
ing space, which is an addition of 19,000 sq. 
ft. more than the previous plant facilities. The 
personnel has been materially increased, and 
considerable new equipment has been added. 
The more Kester solder the Chicago Solder 
Co. sells, the more intensively the company 
merchandises and advertises, with the result 
that the business keeps on growing. Early 
this year, the already extensive plant capacity 
was doubled, providing enlarged facilities 
which will enable the Chicago Solder Co. to 
produce and sell even more solder. 

The line is very complete, embracing a flux 
core solder for every purpose, and a package 
for every class of user. Intensive research 
over a period of years has developed the 
fluxes incorporated in the Kester line, every 
pound of which is made from strictly virgin 
metals. No scraps or remelts are used. 

It is the company’s observation that despite 
the honesty of purpose, and the scientific accuracy of its Recognizing the importance of service, the company 
product, its success has been due very largely toa sound _has always made a specialty of prompt shipments, and is 
merchandising policy. Kester distribution is through the helping its distributors with an aggressive advertising 
jobber to the dealer. campaign to dealers and consumers. 
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PAINT 


There’s “None 
Exactly Like It 


with Masonry Paint... 


T is a constant temptation for the maker of any 

product to expand his market by finding new 
uses for it. That is a recognized principle in 
business and ethical as long as the manufacturer 
does not stretch his imagination too far, closing 
his ears to possible complaints. 


Most masonry paints (and when we say “masonry 
paint” we are referring to a dry paint made from 
a base of Portland cement) are definitely specified 
for use on masonry surfaces only. In fact vitrified 
or glazed masonry surfaces cannot be covered 
successfully with a masonry paint. 


Wood, steel, fibre and other materials all have 


excellent covering materials. Masonry paint is 
not numbered among these. 

Medusa Cement Paint, the original covering for 
masonry surfaces made from a base of Portland 
cement, was developed to meet a particular 
painting job better than any other material then 
on the market. It is designed solely for use on 
masonry surfaces and we do not recommend its 
use on any other type of surface. 

Don’t try to paint everything with a Masonry 
Paint. And at the same time don’t try to paint any 
masonry surface with a paint which is not up to 
the standard set by Medusa, the patented Portland 
Cement Paint. 


THE SANDUSKY CEMENT COMPANY 


1002 The Engineers’ Bldg. 


Cleveland, Ohio 











Don't try to Paint Everything 














THE SANDUSKY CEMENT COMPANY 





MEDUSA 


CEMEN 
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AINT ¢ 


d/ 


1002 The Engineers’ Bldg., Cleveland 






Send me complete information about the 
successful painting of masonry surfaces. 


NN IE iis d= occa causacesseosuecs sale 
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Cincinnati yay in Excellent Condition 


—Prepares for Big Spring Trade 


(Cincinnati office of HARDWARE AGE) 


CINCINNATI, Feb. 13.—The amount of business placed with local hard- 
ware jobbers since the first of the year has been of liberal volume and 
has been substantially better than that in the corresponding period of 


1927. 


To the fact that retail dealers found themselves with meager 


stocks on hand following the holiday season is attributed the heavy buy- 


ing of merchandise. 


While jobbers are in an in-between season period at the moment, 


preparations for a big spring trade are being made. 


Quotations on 


many items, such as wire cloth, poultry netting, hoes, rakes and forks 
have been announced recently, and small orders of these goods for 
spring delivery already have been received. 

The only factor which has been less favorable than expected is the 
winter trade, which on seasonal commodities has been below normal on 
account of the mild weather. The depression in this direction, however, 
has been at least partially offset by the good demand for shelf goods. 


From a price standpoint, the market is in excellent condition. 


Few 


changes have been made, and without exception quotations are firm. 
Prospects are bright for a continuation of this stability. 
Retail hardware sales have been moderately good and collections are 


reported to be normal. 





AUTOMOBILE ACCESSORIES. 
—While sales in January were slightly 
better than those in the same month 
last year, business has been somewhat 
quiet. Jobbers and dealers have not 
been able to move much winter mer- 
chandise. Prices in general are holding 
up fairly well. 


We quote from Cincinnati jobbers’ 


stocks: 

Tires: 30x3% 29x4.40 
CORD BIMES o2ccctaceve 5.00 $6.30 
Medium grade ......... 6.10 7.55 
oe ae 8.75 9.65 

Tubes: 
Cheap grade ........... 1.00 1.25 
Medium grade .......... 1.25 pak 
ft! 1.45 1.85 

Note.—30x3% unguaranteed cord 


tires, $4.25 each. 

a Plugs.—Medium grade, 32c. 
each; 30c. in lots of 100; Ford spark 
plugs, packed one set of four to a 
box, $1.10 per box. 

Chamois Skins.—13 x 16 in., 38c. 
each; 14 x 18 in., 54c. each; 15 x 20 
in., 65c. each. The chamois skins are 
packed one to an envelope and 12 
envelopes in a box 

Polish.—HLF polish in % pints, 
packed 24 to a case, 50c. per % pint: 
HLF polish in pint bottles, packed 
12 to a case, $1 per pint: HLF polish 
in quarts packed six to a case, $1.50 
per quart. On the above prices there 
is a discount of 40 per cent on indi- 
vidual packages, 40 and 5 in case 
lots, and 40 and 10 in 1% gross lots. 


BOLTS AND NUTS.—Prices are not 
so firm as they were a few weeks ago, 
but jobbers are hopeful that this weak- 
ness will soon be eliminated. Orders 
have been placed in small quantities. 


We quote from Cincinnati jobbers’ 
stocks: 

Cut thread carriage and machine 
bolts. 60 per cent off list; rolled- 
read carriage and machine bolts, 
60 and 10 per cent off list; stove 
bolts, 30 per cent off list; square, 
~ ice and tap nuts, 60 per cent off 
st. 


BUILDERS’ HARDWARE.—Activities 
are slow in opening up in this district 
and consequently sales of builders’ 
hardware have been light. Permits 





granted by the local building commis- 
sioner’s office in January were consid- 
erably below those in January, 1927. 
Prices are firm and unchanged. 


be! quote from Cincinnati jobbers’ 
stoc 

Sash Weights.—Sash weights, $1.75. 

Inside Sets. — Square bevel inside 
sets in case lots, $5,75 per doz. 


HOES.—Prices for the spring trade are 
given below. 


We quote from Cincinnati jobbers’ 
stocks: 

First 
garden hoes in 6 in. size, 
doz.; 6% in., $9.96 per doz.; 
per doz. 

Two-tempered cotton hoes in 6 in 
size, $7.44 per doz.; 6% in., $7.68 per 
doz.; 7 in., $8.40 per doz. 

Black finish hoes in 6 in. size, $6.36 
per doz.; 6% in., $6.72 per doz. 


JUVENILE VEHICLES.—Purchase of 
this item is going forward at a fairly 
good rate. 


We quote from Cincinnati jobbers’ 
stocks: 

‘er hgee 109, $2.90 each; No. 
110, $3 each 


ade two-tempered socket 
$9.84 per 
7 in., $9.96 


Sidewalk scycies.—No. 11, $11.50 
each; No. 12, $12.75 each 
Veiocipedes.—No. 6E, $2.90 each: 
nol 7E, $3.30 each; No. 46, $7.40 
eacn. 


LAMPS.—There has been no change in 
this line. 
We quote from Cincinnati jobbers’ 


stocks: 
Gasoline Lamps.—C317, $7.40 each; 
C329, $6.25 each; C318, $7 each; C324, 
$7 each. 
Lanterns.—L327, $5.25 each; L427, 
6 each. 
NAILS.—The price situation is a source 
of encouragement to local jobbers, quo- 
tations having been well sustained. 
We quote from Cincinnati jobbers’ 
stocks: 
Common wire nails, $2.95 per keg; 
cement coated nails, $2.95 per keg. 
LAWN RAKES.—Prices for the spring 
season have been announced and are 


printed below. 





We quote from Cincinnati jobbers’ 


stocks: 
Wire lawn rakes, $6.75 per doz.; 


wooden lawn rakes, $6.50 per doz. 
LINSEED OIL.—This item is now be- 
ing sold by local jobbing houses at 78c. 
per gallon in single barrels. 
LEAD.—There has been no change in 
prices, white and red lead being quoted 
at 13%e. per pound, less 10 per cent, in 
500 pound kegs. 
POULTRY NETTING.—Jobbers are so- 
liciting spring business on this line. 


We quote from Cincinnati jobbers’ 
stocks: 
Poultry netting, galvanized after, 
60 per cent off list; por gif netting, 
galvanized before, 60 and 1 per cent 
off list. 
RADIO BATTERIES.—There has been 
a fair call from the retail trade for radio 
batteries, although electric socket sets 


are making inroads on battery operated 


sets. 

We quote from Cincinnati jobbers’ 

stocks: 
Less than 
Unit In Unit 
Packages Packages 

Batteries Each Each 
Oe TED. en cee ele o's $0.40 $0.3514 
= ie | 1.05 0.97 
“Te “WO. Bieescccees 1.22 1.14 
Ale | SS 1.40 1.30 
yf Oe 1.40 1.30 
o"’ No. BOOB. .cs.. 2.27 2.11 
5.” SD. ees «ces 2.62 2.44 
“5”? TEO, BOGE. +06 oe 3.40 3.17 
a ae ee 3.58 3.33 
1 ee, RS 0555 0.28 0.26 
eee ee ee 0.42 0.39 
oie i ee 0.59 0.55 
“Cc TG! Biss. 545 1.2 1.14 


2 
Note.—Nos. 5156, 5308, 2308, 10308, 
21308, 5360, 5540 and 5156 are in unit 
packages of 5. Nos. 4156, 2156, 2158 
and 2370 are in unit packages of 10. 
No. 6 is in a unit package of 50. 
RAKES.—Published below are the new- 
ly announced prices on rakes for the 
spring season. 
We quote from Cincinnati jobbers’ 
stogks: 
Two-tempered grade 12-tooth rakes, 
14-tooth, $9.84 per doz.; 
competition 
per doz.; 
16-tooth, 


$9.12 per doz.; 

16-tooth, $10.56 per doz.; 

grade, 12-tooth rakes, $5 

14-tooth, $5.25 per doz.; 

$5.85 per doz. 
REGISTER SHIELDS.—tThere is still 
some business being placed in this com- 
modity, although the season is far ad- 
vanced. 

We quote from Cincinnati jobbers’ 
stocks: 

Gem copper floor register, $12 per 
doz.; Gem copper wall register, $6 
per doz.; Star japanned floor register, 
$10 per doz.; Star, japanned wall 
register, $5.20 per doz. 


ROLLER SKATES.—Business on a 
small scale has continued in this com- 
modity. 

We quote from Cincinnati jobbers’ 


stocks: 
Nos. 4 and 5, $1.45; No. 6, $1.55. 


ROOFING MATERIAL.—Activities are 
likely to be continued only on a small 
scale for the next 30 days. 


We quote from Cincinnati jobbers’ 
stocks: 

Roofing Paper.— Light standard, 
$1.10; medium standard, $1.35; heavy 
standard, $1.60; light Holdfast, $1.35; 
medium Holdfast, $1.60; heavy Hold- 


Reading matter continved on page 56 
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Garden Time 
is Fence Time 


The best time to build or repair fences 
is before gardens or lawns are planted 
and growing. 

You can take advantage of this natural 
demand for lawn fence by stocking and 
displaying PAGE — America’s first wire 
fence. The two styles shown below will 


answer every requirement. The PAGE 
name — known for three generations — is 
a symbol of good fence —will help you sell. 
Your name and address will bring prices 
and the name of the Page distributor in 
your territory. Write today and take ad- 
vantage of garden time demand. 


PAGE STEEL and WIRE COMPANY 


BRIDGEPORT, CONNECTICUT 
Fence Department 


District Offices: 
Chicago New York Pittsburgh San Francisco 
An Associate Company of the American Chain Co., Inc. 


In Canada: Dominion Chain Company, Limited 
Niagara Falls, Ontario 












Page 
Perfection Fabric 
Made in heights of 
36, 42 and 48 inches 


The universal demand for this 
design is positive proof of its 
popularity. Note the small 
space between pickets at the 
bottom of the fabric—leaving 
no foothold for children to 
climb on and making it dog, 
cat and chicken proof. 








Page 
Economy Fabric 


Made in heights of 36, 42, 
48, 60, 72 and 84 inches 


Page Economy Fabric, al- 
though moderately priced, 
meets every requirement for 
utility and durability. Unless 
otherwise specified, fabric is 
furnished in plain galvanized 
finish. When desired, the gal- 
vanized fabric can be fur- 
nished painted green. There 
is a slight extra charge for 
painting. 
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fast, $1.90; K red and green slate 
a $2.10. 

Roofing Coating.—Coal tar, refined, 
in barrel lots, 25c. per gal.; in half 
barrel lots, 28c. per gal.; coal tar, 
crude, in barrel lots, 24c. per gai.; in 
half-barrel lots, 27c. per gal. 

Roofing Cement.—Liberty elastic, 1 
lb., 12c.; in 5-Ib. cans, 9¥%c. per ; 
in 10-lb. cans, 9c. per Ib.; in 25-Ib. 
cans, 8c. per lb. Certain-teed ce- 
ment, 36 Ib. to the case, $4.25 per 
case; in 5-lb. cans, 12 cans to the 
box, 8%c. per Ib.; in 10-lb. cans, 6 
cans to the box, 7c. per Ib. 


ROPE. — Orders for spring delivery 


have been fairly numerous. 


We quote from Cincinnati jobbers’ 
stocks: 

Manila rope, 
14%c. a 


23% c. a Ib.; sisal rope, 


SANITARY PRODUCTS.—These prod- 
ucts are having good sales in the locz! 


district. 

We quote from Cincinnati jobbers’ 
stocks: 

Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz.; 
and in gross lots, $2 per doz. Desolvo, 
triple strength, 16 oz. size, case of 2 
doz. cans, $4 per doz.; half gross lots, 
$3.75 per doz.; in gross lots, $3.50 per 
doz. Desolvo, triple strength, in 2 Ib. 
cans, case of 1 doz. cans, $7 per doz., 
and gross lots, $6.50 per doz. 


SPADING FORKS.—Prices 
spring season are given below. 





TURPENTINE. — Turpentine 


Kloset Klean, 22 oz. size, less than 
case lots, $2.25 per doz.; case of 2 
doz. cans, $2.15 per doz.; gross lots, 
$2 per doz. 

Tubola, 12 oz. cans, less than case 
lots, $2.25 per doz.; case of 2 doz. 
cans, $2.15 per doz.; gross lots, $2 
per dom 

Chaco boiler liquid, single quarts, 
$2.50; half dozen quantity, $2 per qt., 
and dozen quantity, $1.75 per qt. 

Presto Products.—Oil soap, 16 oz. 
size, $2.60 per dozen; bowl cleaner, 
22 oz. size, $1.85 per dozen; pipe 
opener, 16 oz. size, $2 per doz.; tile 
and porcelain cleaner, 16 oz. size, 
$1.20 per doz.; Met-L-Shyn, 8 oz. size, 
$3.60 per doz.; Silvershyn, 4% oz. 
size, $1.80 per doz.; Waterless cleaner, 
2 pt. size, $5.40 per doz.; same, 5 pt. 
size, $9 per doz.; Window cleaner, 6 
oz. size, $3.60 per doz.; same, 12 oz. | 
size, $5.40 per doz.; Presto Lustre, | 
6 oz. size, $2.60 per doz.; 12 oz. size, 
$4.32 per doz.; 16 oz. size, $5.40 per 
doz., and Dry Cleaner, 8 oz. size, 
$3. 60 per doz. 

for the 


We quote from Cincinnati jobbers’ 
stocks: 

Light weight spading forks, $10.80 
per doz.; heavy grade steel D forks, 
$15.84 per doz.; heavy grade wooden 
D forks, $18.80 per doz.; Jumbo forks, 
$21.12 per doz. 





is now |, 


selling at 68c. a gallon in two-barrel 
lots. The demand from the retail trade 
has been moderately good. 


WEATHER STRIPPING.—Despite the 
fact that the season is well advanced, 
the retail demand for this item con- 
tinues strong. Prices are given below. 


We quote from Cincinnati jobbers’ 
stocks: 
Wood and rubber weather strip- 


ping, No. 1, es ber 1000 ft.; No. 
1%, $24 per 1 ; No. 4, $34. 50 per 
1000 ft.; No. 7, sa per 1000 ft. 


ood and felt weather stripping, 
No. 71, $19.50 per 1000 ft.; No. 71%, 
$27 per 1000 ft.; No. 75. $16.50 per 
1000 ft. 

All rubber weather stripping, No. 
9, $2.10 per 100 ft.; No. 10, $2.85 per 
100 ft.; No. 11, $3.55 per 100 ft. 


WIRE CLOTH.—Jobbers are taking or- 
ders for spring delivery of wire cloth, 
new prices of which are given below. 


We quote from Cincinnati jobbers’ 
stocks: 
12-mesh black cloth, $1.75 per 100 sq. 
ft.; 12-mesh opal cloth, $2.10 per 100 
sq. ft.; 14-mesh opal cloth, $2.50 
100 sq. ft.; 16-mesh opal cloth, $2.85 
per 100 sg. ft.; 14-mesh bronze cloth, 
$5.15 per 100 sq. ft.; 16-mesh bronze 


cloth, $5.55 per 100 sq. ft. 


Pittsburgh Reports Trade Still Dull 
—Jobbers Hopeful of Early Spring Trade 


PITTSBURGH, Feb. 14.—Hardware trade in this district continues to 
leave much to be desired. Jobbers could do more business, possibly, if 


(Pittsburgh office of HARDWARE AGE) 


they were not watching their accounts pretty closely, but orders from 
retailers whom jobbers have been carrying for six months or more and 
who will not furnish statements as to their financial conditions are not 
being accepted. Pittsburgh, in spite of the betterment in the steel in- 


dustry, is not doing well in business in general. 
seriously depressed and simply cannot pay wages that give the miners 
Department stores here are finding it neces- 
sary to lay off some of their clerks and to adopt part time schedules. 
Jobbers say very few retailers have yet put in their spring orders. In 
spite of the rather discouraging start, hardware jobbers still are hope- 
ful and are looking for a considerable pickup in the next few weeks in 
No important price changes have come out lately. 


more than an existence. 


spring lines. 


The coal industry is 





AUTOMOBILE ACCESSORIES.—Job- 
bers handling this line say they never 
knew business to be as slow as it has 


been lately. They quote: 
Alicohol.—In barrel lots, 49c. to 57c. 


55 gal. drums, $2.25 per 
ore 30 gal. drums, $2.30; 3 gal. cans, 
45. 


Prestone.—Eveready, $3.60 per gal. 

Chains.—Lots of 1 to 9 pairs, 30 per 
cent off list; lots of 10 to 49, 35 per 
cent off list; lots of 50 or more, 40 
per cent off list, 
eae, 60c. each; good, 
5e. 

Hydrometers. — Standard 
65c. each 


makes, 


AUTOMOBILE TIRES AND TUBES. 
—Business could be much better, local 
jobbers report. Dealers’ prices on the 
popular sizes of tubes and tires handled 


by the hardware trade: 


Casings.—High pressure, cord, 30 x 
3% in. er ee $6.10 each; same ex- 
tra size, $ 31 x 4 in., $13; 32 x 4 
in., $13.80; 33 x 4 in., $14. 50; 32x 4% 
in., $18.75; 33 x 4% in., $19.50; 34 x 4% 
in., $20.20; 33 x 5 in., $25.56; balloon, 


BATTERIES Business is hardly oa 





brisk as it has been, but there is a fair 
turnover. Jobbers quote: 
Broken Unit 
Packages Packages 
th OC Pee $1.05 $0.97 
DE wbivika bees aside 3.8 3.33 
“oe. | eRe RE Rae 1.22 1.14 
le eee 1,22 1.14 
a) | Tee eae 1.40 1.30 
OS: 2.62 2.44 
Se eee ae 2.62 2.44 
Si BRO sos sus dense es 3.40 3.17 
OS eae 42 38 
DOO; BES Gicecsantetawe 40 3614 


29 x 4.40 in., $9.15; 30 x 5 in., $18; 31 
x 5 in., $13.55; 30 x 5.25 in., 20 in. 
rim, $15. 15; 21 in, rim, $15.65; 30 x 5.77 
in., $20.85; 30 x 6 in., $20.40; 32 x 6 
in., 20 in. rim, $21.10; 21 in. rim, 
$21.80. 

Tubes.—High pressure. tan, 30 x 
8% in. clincher, $1.60 each; 31 x 4 in., 
$2.40; 32 x 4 in., $2.50; 33 x 4 in., 
$2.60; 32 x 4% in., $2.90; 33 x 4% in., 
$3.00; 34 x 4% in., $3.10; 33 x 5 in., 
$3.75; gray tubes sell 15¢c. to 50c. 
less balloon, gray, 29 x 4.40 in., $1.85; 
30 x 5 in., $2.25; 31 x 5 in., $2.30; 30 
x 5.25 in., 20 in. rim, $2.55; 21 in. rim, 
$2.65; 30 x 5.77 in., $3.10; 32 x 6 in., 
$3.10; 33 x 6 in., $3.35. 





Reading matter continued on page 58 


No. 6 dry cells, ignition type unit 
package, 32%4c. each. 
Flashlights.—No. 935, 9'%4c. each; 
No. 950, 9%4c.; No. 790, 18%c.; No. 
705, 28c.; No. 750, 1814c.; No. 761, 25c. 
Hot Shot.—No. 1461, $1.67; No. 1661, 
Ne 


BOLTS, NUTS AND RIVETS.—There 
is some competition in resale bolt and 
nut prices, with outside jobbers naming 
a larger discount than is quoted by lo- 
cal companies. General demand is fair, 
but not of very. large volume. Jobbers 


quote: 
Bolts.—All styles except stove and 
tire bolts, per 100 pieces, 60 to 62% 
per cent off list; stove bolts, 75 and 
10 per cent off list; tire bolts, 50 and 
10 pet cent off list 
60 to 62% per 


Nuts.—All we 
cent off list. 

Rivets.—Large, $3.50 base per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 ner cent off list. 


BUILDERS’ HARDWARE. — Spring 
business has not yet opened up to any 
appreciable extent. Jobbers quote: 


Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots, 3 in. x 3 in., $18.50 per 100 pair; 
3% in. x 3% in., $19; 4 in. x 4 in., $30. 

Hinges.—Heavy strap, 6 in., $1.85 
per doz.; 8 in., Pg 10 in., $4.80; 
extra heavy, =. $2.30 per doz.; 
3 in., $3.40; 10 “J e40, light strap, 
with’ screws, packed one pair in a 
box, 3 in., $9.60 per 100 pair: 4 in., 
$11.60; light, T, 3 in., $11 per 100 pair; 
4 in., $12: 

Al o:- without screws, 
single dozen lots, 3 in., 65c. per doz.: 
4 in., 79¢c.; 6 in., $1.05; safety, 3 in., 
97c. per doz.; 4% in., $1.14; 6 in., 
$1.60. 

Garage Sets. acces hinges, 10 
in., $3.00 per se 


INCUBATORS xii BROODERS — 
There is a steady increase in the de- 
mand for these items. Jobbers quote: 


Incubators, No. 1 B 25 each; No. 
2. $31.15: No. 3, $40 No. 4, $47. 60: 
No. 5, $74.90; No. aE ety 55; No. 16E, 






































Approved by American 
Gas_ Association — the 
highest approval in the 
gas appliance field. 


Again— 
A Smashing 
Example of 
Reznor Value! 





No. 1210 


NEW Reznor Orthoray 

model. Early English Coal 
Basket design in two handsome 
finishes—with andirons, apron, 
hearth, guard rails and orna- 
ments, all in heavy solid brass! 
Worth $50! Can be retailed 
below $35. 

















No. 1210 
Adapted to fireplace or open room. Beautiful any way you look at it! 


The Big Campaign Continues 


HERE is no let up in the drive of Reznor Orthoray to 

maintain its recognized supremacy. 

In 1927 this new and marvelous gas heater, climbed to 
quick success through exceptional merit and the most inten- 
sive nation-wide campaign on heaters ever put through. 


1928 brings still greater energy, still further models and 
improvements, for Reznor Orthoray! Reznor remains the 
world’s most complete line of gas heaters, with entirely un- 
equalled opportunities for live dealers! 


Our fine new catalog for 1928 tells the story! Write for it! 


REZNOR MANUFACTURING COMPANY 
MERCER, PA. 
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$19.25; No. 17E, $25.73; brooders, 
portable, No. 20, $8.23 each: No. 2 
$10.85; No. 22, $13. 30; blue flame, No. 
80, $14; No. 81, $15.75; coal burning, 
No. 117, $15.05; No. 118, $18.55; No. 
119, $21. 


PAINTING SUPPLIES.—There is com- | 
mon report of poor business in paints | 


and painting materials. There is some 
irregularity in lead prices, with some 
of the out-of-town retailers naming 
lower prices than are quoted by job- 
bers. 

Prices to retailers: Ready mixed 
paints, best grades, $2.60 per gallon; 
lower grades, $2.00; (whites and dark 
greens, 15c. per gal. higher); white 
lead, 13%4c. per Ib. in 100-lb. lots; 10 
per cent less in lots of 500 lb. or more 
and extra 4 per cent less in lots of a 


ton or more; turpentine, 77c. per gal- 
lon in barrel lots; raw linseed oil, 
11.3c. per Ib. in barrel lots. 


SKATES.—Roller skates are doing 
well, but ice skates are dead because 
the weather is too mild for any natural 
ice. Jobbers quote: 
Roller Skates. — Union Hardware 
Co. 7 air: 
75c. ; y . 6, $1.55; 
low line, No. 38%, $1.50; No. 38, $1.60; 
No, 38, rubber-tired, $2.50 per pair. 
Ice Skates.— Winslow line, No. 2110, 





65c. per pair; same, L. S., $1.12; No. 
2120, $1.20; same, L. S., $1.50; No. 
2140, $2.20; same, L. S., $2.50. 


SANITARY PRODUCTS.—Demand is 
growing steadily with the approach of 
spring and annual house-cleaning ac- 
tivities. Jobbers quote: 
Desolvo, No. 16, $3.75 per doz.; No. 
10, $2.15 per doz.; Kloset Klean, $2 
per doz.; Saniflush, $2.25 
VENTILATORS.—Good demand is re- 
ported for window ventilators, which 
jobbers quote: 
Continental wooden 
type, No. 923, $4. 00; 
No. 949, $5. No 
1537, $5.25; No. 1549, $7.10, and No 


836, $3.35, all prices per dozen. 
Continental ventilators, metal type, 


per doz. 


ventilators, 


No. 838, $4.60; No. 837, $4.75; No. 
1137, $5.30; No. 1145, $6.35; No. 1437, 
$6.90, and No. 1445, $7.80, all prices 
per dozen. 

Diamond E ventilators, all metal 
type, No. 01, 36% cents; No. 02, 40 
cents; No. 03, 46% cents; No. 1, 43% 
cents; No. 2, 46% cents; No. 3, 53% 
cents; No. 4, 63% cents, and No. 5, 
70 cents. All Diamond E prices are 


each. 
WIRE PRODUCTS.—Some ‘pickup is 
noted in the demand for nails‘and other 
common wire products. 





Oakes Valve Float Fountain 


Oakes Valve Float Fountain is manu- 
factured by The Oakes Mfg. Co., Tipton, 
Ind. This automatic fountain needs no 
corks, for it allows the water to feed down 








LAROE METAL 
Ott CONTAINER 





automatically, keeping fresh water before 
the fowls at all times. It is top filled, 
making it easy to clean. Drinking space 
is provided all around the fountain. Three 
sizes are manufactured, having 5, 8 and 12 
gallon capacity, with heater for winter use, 
if desired. 


Another “White Cross” Product 


The National Stamping & Electric 
Works, Chicago, Ill., makers of the “White 
Cross” line of electrical. appliances, an- 
nounce an additional item in an electric 
heating pad. The pad is 12 by 15 in. in 





| Ind. This horn has a full, 





size and is covered with brown eiderdown, 
which makes it soft and flexible. It is 
equipped with a thermostatic heat regu- 





lator and has a Bakelite switch controlling 
three degrees of temperature. The new 
item’ is complete with cord and _ attach- 
ment plug. 





Klaxon Penetrating Horn 


The Klaxon No. 14 has recently been 
added to the wide line of warning signals 
manufactured by Klaxon Co., Anderson, 





deep-pitched, 
penetrating note. It is supplied in 6 to 12 
volt types, with either the standard motor 
mounting or a special bracket for outside 
mounting on the model “A” Ford car. 
Klaxon No. 14 measures 14 in. in length 
and is finished in black enamel. Weight 
in single carton, 4 Ib. 





New Torchweld Catalog 


Torchweld Equipment Co., 224 N. Car- 
penter St., Chicago IIl., recently issued a 
new catalog, describing its line of welding 
and cutting equipment. It is fully illus- 
trated and contains descriptions of several 
new items recently placed on the market. 
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We quote from Pittsburgh jobbers’ 
stocks: 
Fence Wire 





(per 100 Ib.) Annealed Galvanized 
No. 6 to 9 gage......$3.05 $3.50 
ae A ee - 3.10 3.55 
No, 11 - 3.15 3.60 
No. 12 3.20 3.70 
No. 13 3.30 3.85 
No. 14 3.40 4.05 
No. 15 3.60 4.30 
EO EB stp ssivackets 3.80 4.45 
Barbed wire (per 80-rod spool): 
De, OUND: io ovcscccncacccess $2.97 
De NE. bain pdb sae be egawpestes 3.18 
Se SEE, Sond anaes vena nee sew's 3.43 
Se NEED a oardsin sew. ces.visesy 3.17 
2-point cattle (special) ......... 2.25 
— Woven Wire Fence (per 100 
rod): 
eS eee perc er ary $39.80 
REED eid 5 2 46s s0e os gi eenes danas 55.80 
| ear epee ae 27.70 
TID TS 6.6c wien 06eed obs aane Aue 37.00 
MEE pop euteyFaWdess% oor aera 35.80 
PEPE) Neicanntaduawses cas nekeed 49.20 
Poultry 
a NMED apbaers ééavada tamu >iae $36.50 
| re ee en ee 44.00 
WE EO v.66 dS sabe i ew se Berens 49.50 


Steel Fence Posts: 
Galvanized Painted 


Tubular Formed 

SS Se Pee a ee 
SS ee ae ee 55c. each 38c. each 
i eer rr 65c.each 40c. each 
ON ere Tee 45c. each 
sright nails, base, per keg, $2.85. 


New Type of Automobile Jack 


The Sta-Jax Sales Co., Gary, Ind., is 
distributing to the retail trade the Sta-Jax 
Permanent Stabilizing Jacks. Sta-Jax are 
jacks for each wheel of the automobile, 





Sta “sex 














ilizer 


ate Seah ax 





permanently attached to the car’s springs. 
When a “flat” or other tire trouble de- 
velops, a special wrench is used to lower 
the base of the Sta-Jax to the ground. 
The wrench has a long folding handle 
which eliminates soiling clothes or hands. 

When not in use, Sta-Jax are folded 
up under the car spring and attached with 
two immovable clamps. The way the de- 
vice is attached to the: spring, coupled with 
its weight, acts as a snubber against the 
spring rebound. The main working parts 
are packed in graphite grease and com- 
pletely protected from rust. 
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You offer most value 
when you offer the new ee 


Fairbanks All-Metal Scale at ine ol 


Show this new all-metal Fairbanks Scale to your trade! 
Point out the ali-metal construction—no wood to warp 
or crack—nothing that can be impaired by weather or 
atmospheric conditions. Bring out the fact that all 
operating parts are rust-proofed by the Parker process 


—that every method known to modern engineering has All wane parts are Parker- 
ized to prevent rust 


been utilized to make these scales retain their accuracy. 
After you have gone over this new Fairbanks Scale 
with a prospective purchaser, there is no doubt of his 

choice. Better value shows in every detail. Prem 


Only Fairbanks scale engineers could produce a scale capeamty 
of such superior merit. Only Fairbanks volume pro- f.o.b. factory 
duction could produce it at such a low price. 


Write _for full information on our attractive dealer bce 
proposition. 


Fairbanks, Morse & Co., Chicago 


And 40 other principal cities throughout the United States. 


$16.15 











500 Ibs. capacity 





























BABCOCK | 


) SPRUCE LADDERS 


Ladders That Sell Quicker 
and Last Longer 


All Spruce Air Dried —— full strength of ma- 
ter: 
Every Ladder individually made, no machine made 
ladders 
All Stock personally selected 
Ladders made to meet specifications of State Labor 
Boards and Commissions of different states 


Write for prices—today. 


W. W. BABCOCK CO., Bath, N. Y. 
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R. E. TAYLOR 
The Taylor-Brannon Hardware 
Company of Jerseyville, Illinois, is 
known as a progressive, up-to-date 
merchandising establishment, con- 
ducted along safe, sound lines. 





“The hardware dealer needs 
a good line of tires. We have 
been very successful with 
Mansfields and recommend 
them to every good hardware 





merchant.” 


HE growth of Mansfield’s distribu- 

tion in the hardware field is due to 
the increasing number of hardware 
wholesalers and retailers who believe 
as Mr. Taylor does—that the hardware 
dealer needs a good line of tires. 


Tires should be a staple article in your 
store, too. The dollars and cents profit 
on each Mansfield Tire is larger than 
that of nearly any other staple article, 
and the business you build up on 
Mansfield Tires belongs to you. And 
remember that Mansfield is one of 
the few makers who are not 
carrying expensive ware- 
houses and costly 
branches. The whole- 
saler acts as branch- 
warehouse—service 
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R. E. TAYLOR 


Taylor-Brannon Hardware Co., Jerseyville, Illinois 


depot. By this great saving Mansfield 
can build a tire that is far superior to the 
ordinary run of tires, yet sells at a price 
that yourcustomer would expect to pay. 


National advertising in the Saturday 
Evening Post and leading newspapers 
is telling the worth of Mansfield Tires 
to millions of readers—and what is 
important, directs the buyers to the 
hardware store that sells these tires. 


There’s no other proposition like 
Mansfield available to you. 
Write today for particulars. 


THE MANSFIELD 
TIRE & RUBBER 
COMPANY 
Mansfield, Ohio 
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Sell Them Myers Spray Pumps and 
Spraying Accessories This Year 


Fig. 1736 


PATENTED 
COG GEAR 





DASHER 
h-AGITATOR 





PATENTED 
COG GEAR 


= S PRAY PUMP 


Fig. 1690 


i >» 
fat, @ 


Popular demand influences this complete line of practical Myers 
Sprayers which make possible more profitable sales for Myers dealers. 


No matter how exacting your trade may be or how diversified its 
spraying needs, these truly popular styles will meet every require- 
ment in their particular field. 


Every Myers Sprayer as pictured has through sheer merit 
proved its right to a place in the Myers Line. Unequalled 
for spraying, whitewashing, cold water painting, disinfecting 
and similar services, little wonder they are top sellers for 
so many dealers through the entire spraying season. 


PATENTED 
co 


It won’t be long now until spraying ac- 
tivities are on in full swing. Yes sir, 
they will be calling for Myers Spray 
Pumps, Nozzles and Spraying accessories. 
How is your stock? Better look it over 
Fig. 2397 today and then write or wire us. We 
are ready to serve you promptly. Ask 
for catalog and complete information. 


The F. E. Myers & Bro. Co.. 
ASHLAND, OHIO 
Ashland Pump & Hay Tool Works 
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A One-Minute dealer im Moorhead, 
Minnesota, conducted a sealed “‘Cross- 
Country run” in the window of a disin- 
terested grocer. The Timken-equipped 
One-Minute Washer started at 1:45 
P.M., April 23, 1927, and according to 
affidavit, ran till it was shut off at 12 
o’clock noon on July 15, 1927—2,016 
hours of continuous operation. 













eel 
\wneeee! 


| jeans 
eee 





Sus operation 


Ten years of use in an average home 
would not equal the total running 
time of a One-Minute Washer in a 
recent endurance test. 


2,016 hours of continuous operation 
was the impressive One-Minute dem- 
onstration which interested a whole 
town. ‘“‘During all of said time,’’ says 
a sworn statement, ‘“‘the bearings of 
said machine were cool... and at the 
completion of said trial, the bearings 
were in perfect condition, showing no 
material or noticeable wear.”’ 


The bearings were Timken Bearings. 
Their performance and reputation are 
known to create consumer demand, 
to increase serviceability, and to re- 
duce service need. 


Timken-equipped utilities are being 
produced by more and more progres- 
sive manufacturers because they are 
better for dealers to sell. 


THE TIMKEN ROLLER BEARING CO. 
SA ST OH, oO 8 £ O 


TIMKEN :::; BEARINGS 
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F of any ry farm or garden tool is our 
yarantee to you and your customers 
that this tool is the best that can be 






workmanship. 


More than that, the tools so branded 
will always represent the latest im- 
‘provement in tools of their class, be- 
cause for over 100 years we have 
been responsible for every progres- 
sive development in hand tools. 


This brand is our promise that, 
when better tools can + made we will 
make them. 


THE AMERICAN Fork & Hor COMPANY 
General Offices: Cleveland, Ohio 


ws Tere Makers of Farm and Garden Tools for ovér 100 years 
| Garden © oC) 






“THE GARDEN BOOK 


Helps to build sales by mak- 
ing more and better gardeners. 
56 pages, illustrated, gives 
simple yet authoritative di- 
rections for every step in gar- 
dening. Furnished to dealers 
who co-operate in the True 
Temper Sales Plan for selling 
more farm and garden tools. 





made—in design, in quality and in ~ 













THE USER’S BOOK 
136 pages, illustrated. The 
first popular book showing the 
proper hand tool for every 
farm and garden task. De- 
scribes each tool and the task 
it does best. Furnished free 
to aid dealers who co-operate 
in the True Temper Sales Plan 
for selling more farm and 
garden tools. 











FARM AND 
GARDEN 





RUE IEMPER 
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Can Any Replacement 
Accessory Offer More? 


Peerless Products for Ford Cars are the high- 
est quality Products on the market (bar none). 
12 years’ experience in accessory manufacture has 


gone into their building. Every detail of construc- 
tion bears the indelible mark of quality. 


And Here You Have Quality! 


Peerless Products permit the dealer a longer 
profit. 


Every Peerless Product you sell nets you a fair 
and square profit. Your unit profits do not depend 
on volume sales. 


And Here You Have Profit! 





Peerless Products are in greatest demand. 
Consistent national advertising has driven the 


Peerless name into the consciousness of the buying 
public. Ford owners call for Peerless by name. 


And Here You Have Demand! 





Peerless Products are convenient to buy. 
Leading jobbers everywhere them. Ware- 


carry 
houses at strategical points offer quick, economical 
delivery to every section of the country. 


And Here You Have Convenience! 





The Market for Peerless Products is as sure 


as the stars. 


11,000,000 Ford owners are prospects for Peerless 
Products. This market is alive and act 


And Here You Have the Market! 





NOW-—<an any line of accessories offer you 
more than this? Consider—then buy. 


Ask your jobber about 
the 2 new Peer 
Radiators. The 98 
Tube Tubular and the 
hirlwind 


The most complete line 
of fenders on the market 
for all Model T passen- 
ger cars from 1917 to 
1927. Commercial fen- 
ders for Ford trucks. 
Chevrolet fenders 1923 
to 192€ inclusive. 


TOOL BOXES 
TOOL KITS 





Your jobber will give you full information or write direct 


THE CORCORAN MFG. COMPANY 
4915 Section Ave. Cincinnati, Ohio 











Everybody’s Business 
(Continued from page 33) 


supply was outside our own country, so it was only 
natural that the management of the little company should 
try to get its raw material nearer home. 


An investigation disclosed that Florida is particularly 
well suited to grow sugar cane, and this discovery dis- 
closed a great opportunity which the insulation folks 
hastened to grasp. Already they have nine thousand 
acres of cane in the Florida Everglades ready for grind- 
ing. It cost them one million dollars to drain a fifty- 
thousand acre tract of rich soil, but they are harvesting 
fifty tons to the acre, which is three times the average 
yield of cane in Cuba. Therefore, as a result of the 
development of an insulation industry, we have unex- 
pectedly opened the way for the building of a big sugar 
business of our own. 

The outcome will be cheaper insulation as a result of 
the profit derived from the sale of sugar. There will 
no longer be any necessity for building homes that rep- 
resent hardly more than over-sized radiators engaged in 
melting tons of snow on their roofs, and in dissipating 
high-priced energy to the outside atmosphere. Insula- 
tion makes it possible for the householder to heat with 
gas at a cost very little greater than is entailed in warm- 
ing a leaky house with coal. It is developments of this 
kind that plainly indicate the difficulty of visualizing the 
ultimate end of any industrial innovation. 

That we are not slowing up in the great fields of in- 
vention and discovery is shown by current developments 
on every side. The Krupps in Germany are demonstrat- 
ing a steel that will wear off the edges of hard files. 
This alloy is six times as hard as any steel of American 
manufacture. Another metal, “neonaleum,” probably 
represents the most important discovery since duralumin. 
A piano made of this alloy would be so light that it 
could be picked up and carried away by a small boy. 

A rust-proof steel is being produced in England, in a 
“rotary furnace” that subjects the ore to treatment with 
gases at a low temperature. Since the indicated cost 
of production even in the early stages is only $17 per 
ton, some British metallurgists think it possible that 
present blast-furnace methods of production may be 
rendered obsolete. World rust destroys forty million 
tons of iron each year. What a boon it would be to 
humanity if we could produce a rustless steel at low cost. 

There is a new metal called “kuprox” which has the 
property of conducting electricity in one direction only. 
This permits charging batteries at twice the rate of the 
ordinary method. In fact, the field of new alloys is 
practically endless, for it would take a chemist a lifetime 
to exhaust the possibilities that lie in the mixing of even 
three or four metals. A few years ago the metal beryl- 
lium seemed to have no value whatever. Now we find 
that alloys made with it are far more resistive to corro- 
sion than carbon steel. 

A German priest has produced a powerful explosive 
by saturating finely divided organic bodies with liquid 
air. A Finnish inventor has produced a liquid that 
makes wood fireproof. A new protective paint has been 
designed for use in sealing joints against oil leakage. A 
clever German found that by treating pine needles in 
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such a way as to get rid of their resin content, he had 
remaining a sort of “pine wool” made up of strong fibers 
resembling hemp. The resin can be made into fuel 
briquets, while the wool may be woven into heavy 
fabrics. 


Few things have interested folks more in recent months 


than the new varieties of so-called “dry ice” that are | 


merchandised under different trade names. One of these 
is made by mechanically freezing carbon dioxide, the 
same gas which imparts “fizz” to soda water. By means 
of this heat-absorbing solid gas, it becomes possible to 
transport ice cream from New York to the Tropics, or 


ship frozen fish across the Continent in perfect condi- | 


tion. 
What a really amazing thing it is to think that the 


ordinary flue gas from our chimneys may one day be | 


caught and reduced to a product that will become imme- | 
diately a direct competitor of ordinary ice. Even in the | 
present early stages of this remarkable process, it has | 


been found that one pound of solid carbon dioxide will 
do the refrigerating work of 15 pounds of ice water. 
The user of the “dry ice” does not have to take care of 
any disagreeable liquid, for the new refrigerant gives 


off only a harmless gas that preserves rather than injures | 


foodstuffs. 

The temperature of this strange substance is about 
110 degrees below zero. It is so cold that if grasped 
too firmly it will destroy cell tissue just like a burn. In 
several instances ice cream shipped hundreds of miles 
under the preservation of dry ice reached its destination 
in such a cold condition that it had to be warmed before 
being eaten. If this had not been done, the lips would 
have been burned when the cream touched the mouth. 
Who can say what the ultimate effect of this develop- 
ment will be on the future of our present ice industry? 
_ Practically no field is neglected by the keen eye of 

science. A Scandinavian concern is making an interest- 
ing variety of building block by mixing crushed ice or 
snow with certain proportions of cement and sand. The 
mass is heated and the resulting evaporation of the water 
of the melting ice leaves a block or brick uniformly 
honeycombed with minute pores. The number of pores 
can be varied by regulating the quantity of ice mixed 
with the cement. The blocks are so light that they effect 
a saving in weight of at least a third. When this ice 
concrete is made without sand the resultant product is 
a tough material that can be nailed, chiseled and sawed, 
as if it were wood. 

Nor is all of our attention being given to things purely 
mechanical. Health preservation is coming in for in- 
creasing attention. Dr. Ernst Unruh of Berlin has given 
us a new anesthetic known as “107.” It permits opera- 
tions on the face, nose and throat because no inhalation 
mask is required. Under its influence the pulse and 
blood pressure of the patient are said to remain prac- 
tically normal, thus doing away to some extent with the 
disagreeable after-effects and danger to heart, lungs and 
nerves. 

I might go on for pages talking of new materials, any 
one of which may suddenly necessitate radical changes 
in current practices. Suffice it to say there is no safety 
in business today for any executive who does not recog- 
nize the potential importance of unexpected discoveries. 
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Cabinet is 23% Ins. | 

by, i8%2,,_Ins. deep m~ 
cluding drawer pulls, and 
164 ins. high. Each 


drawer is 21 ins. long, 
16% Ins. deep and 1'/ 
ins. high. 
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AVeritable Stop Signal — 
To Stop For Twist Drills 


The Cleveland Metal Display Drill Cab- ' 
inet arrests attention, stops drill buyers, 
increases sales and provides a thoroughly 
practical cabinet for keeping twist drills 
in a clean and orderly manner. 


The best selling sizes are right before 
you when you open the drawers and | 
much time ig saved in waiting on cus- | 
tomers. 





This beautiful olive green cabinet let- | 
tered in three colors is sold to retailers | 
at the low price of $20.00 f.0.b. Cleveland, 
which is less than quantity production |; 
cost to us. No order for | 
drills: is required to se- 
cure it. Send coupon for 
full information. 







2-16-28 : 
The Cleveland Twist Drill Co., Cleveland, Ohio |! 
Gentlemen: Please send complete information about 


Cleveland Metal Display Drill Cabinet. 


’ 
’ 
' 
' 
your 4 
, 
UJ 
' 
' 
' 
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EVEREDY 


PNEUMATIC 


SILENT DOOR CLOSER 


(No. 1008) 
“regulated by a twist of the wrist”’ 


a a | 




















A New EVEREDY Item 
With A GREAT FUTURE! 


Never before have we offered the trade a new Ever- | 
edy household product with more confidence in its 


ability to make good! Never before has our confi- 
dence been justified more quickly. Almost without 
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Are We Asleep at the Switch? 


(Continued from page 29) 


placed in a hopeless position in competing with these 


mail order stores. 


* * * 


Under present conditions, it is impossible for a manu- 
facturer to regulate the prices of mail order houses. If 
he should decline to fill their orders, they can, at the 
expense of a little trouble, obtain the goods through 
other channels. The only cure for the situation seems 
to be : a resale price law that will give the manufac- 
turer the right to protect his legitimate customers against 
such cut price competition. 


* * * 


If these mail order houses are rapidly establishing 
chain stores, it must be apparent to manufacturers, job- 
bers and retailers how important it is to give the strong- 


| est possible support to the Capper and Kelly Bills. 


exception every jobber or dealer who has seen the | 


new Everedy Silent Door Closer has placed an order. | 


Be sure YOU have an adequate stock to meet the demand 
when the results of our national advertising campaign begin 
to break. Order from your jobber today. 




















Exceptionally low price— 
$1.00. 


—Simple to install and no 
tools required to detach when 
screen doors are removed. 


Write for Catalog. 


THE EVEREDY CO. 
Frederick, Md. 


All Everedy Products are Nation- 
ally Advertised and are carried 
by Leading Jobbers. 








FREE 
DEMONSTRATION 
MOUNT 


Order one dozen closers from 
, mail requisition 
shipment to us. 
We will immediately send 
mount, to which can be at- 
tached an Everedy Silent Door 
Closer. 





Slightly in Far 


Higher 
West and Canada. 


Price 














on co Features 
csorscenalinenerrat 1. Powerful—handles screen 
ES or light house doors with 
EV ERED Y construction a 
Genin es dae t aaen 2. Pneumatic—regulated by 
much wider than any other a twist of the wrist. 
a 3. Silent—really silent in 
= eae every sense. Silent in op- | 
= ae eration—no scraping or 
i 3 as, whistling sounds. Silent 
and positive in closing 
—Can be used on either right door. 
or left hand door. This fllus- ° 
tration shows it installed on 4. Permits door to open all 
right hand door, the way. 
5. Operates on either right 
= or left hand doors. 
6. Handsome dull-nickel fin- 
ish. 
fl 





Hot Off the Nail Keg 


Little yarns that others have 
laughed over, culled from various 
sources. 


Mrs. Hildebrandt : “Why didn’t you kiss the maid when 
she left?” 

Little Miss Hildebrandt: “I was afraid she’d slap me 
like she did daddy.” 





Minister (treating small boy to soda)—“Now what do 
you say, my little man?” 

Small Boy—‘‘A-a-h-h!” 

Minister: “Is that the proper way to thank a person 
for a gift?” : 

Small Boy—‘“That’s what dad says when Uncle Jim 
gives him a drink.” 





“Mama, you’ve got an awful big mouth, haven’t you?” 

“Why, I don’t think so, dear, what makes you ask?” 

“Cause I heard pap tell my new nurse that you swal- 
lowed everything !” 





“Wanna see two cute little devils ?” 
“Sure.” 
“Well, go to hell.” 





“I want some collars for my husband,” said the 
woman, “but I am afraid I have forgotten the size.” 

“Thirteen and a half, ma’am?” suggested the shop as- 
sistant. 

“That's it. How did you know?” 

“Men who let their wives buy their collars for them 
are always about that size, ma’am,” explained the obser- 
vant salesman. 
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‘Someone remarked: “If wives only knew what ste- 
nographers really think of their husbands, they would 
cease to worry.” 





A haughty lady had just purchased a postage stamp at 
a substation. 

“Must I stick it on, myself?” she asked. 

“Positively not, madam,” replied the clerk. It will 
accomplish more if you stick it on the letter.” 





Mrs. Carney rushed into her living room. 

“Oh, Walter!” she cried, as she panted for breath, “I 
dropped my diamond ring off my finger and I can’t find 
it anywhere.” 

“Tt’s all right, Olive,” said Walter, “I came across it 
in my trouser’s pocket.” 





“You give your clerks two weeks’ vacation every year, 
don’t you, Mr. Tintack?” asked the friend. 

“A month,” grunted the eminent hardware dealer. 

“A month ?” 

“Yes. The two weeks when I go on my vacation and 
two weeks when they go on theirs.” 





Boss : “Well, did you read the letter I sent you?” 

Office Boy: “Yes, sir; I read it inside and outside. 
On the inside it said, ‘You are fired,’ and on the outside 
it said, ‘Return in five days,’ so here I am.” 





A keen-eyed mountaineer led his overgrown son into 
a country schoolhouse. “This here boy’s arter larnin’,” 
he announced. “What’s yer bill o’ fare?” 

“We teach arithmetic, algebra, geometry, trigonome- 
tr ee 

“That'll do,” interrupted the old man, “load him up 
with triggernometry. He’s the only poor shot in the 
family.” 





“If you collect this money,” said the hardware mer- 
chant, “I will give you a regular job.” 

To the merchant’s astonishment the young man re- 
turned in half an hour with the money. 

“How did you do it?” he gasped. 

“T told him,” said the young man, “that if he didn’t 
pay me I would tell all his other creditors that he had 
paid.” 





“Rastus.” 

“What you want, Mandy?” 

“Don’t forget to fetch me home a bar of tar soap. 
Ah aims to keep my school-girl compleckshun.” 





A dentist is the only man in the world who can tell 
a woman when to open and shut her mouth and get 
away with it. 





“Willie, will you run to the store for me?” 
“Yes, mother. Do you mean the chain store, or 
haven’t you got any money?” 





Reporter: “How shall I handle this story of a dog 
attacking pedestrains ?” 
City Editor: “Make it snappy.”—Boston Transcript. 
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THE CRYSTAL COFFEE Mitb 








































































That the best toffee is made when it is 
freshly ground. When coffee is first ground 
a sweet aroma 1s released. The good cook 
preserves this aroma by making it a matter of 
minutes not hours or days from the time the 
coffee leaves the mill until it — the table 
as a beverage 



























The good cook has the Arcade No. 4 
Crystal Mill because 








1. It is painted in attractive colors. 








2. It grinds easily to any degree of 
fineness. 


3. It measures as it grinds in a gradu- 
ated glass tumbler. 


4. It will hold over a pound of coffee 
beans in its clean air tight hopper. 


It is never in the way 


\AREAD on TOYS 


rite us for catalog Ask gue Lobber | for ede t 
ran 








Arcade Manufacturing Gy. 


LL | | Freeport, Illinois | | 
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DISPLAY—A Vital Need in 
Today’s Selling! 


A vast change in Hardware Merchandising has come 
about in the past few years. Many retail dealers have 
held a lot of their old trade, attracted many new cus- 
tomers and made a lot of money, largely, by discarding 
most of their antiquated equipment and adopting 
Warren Sectional Wall Fixtures and open Display 
Tables. 


This ability to attract customers—these sales increases 
of from 25% to 100% shown by stores installing 
Warren Equipment—What is back of it? Simple! 
These stores oan popular because the personality 
and service of these stores—their individuality—im- 
presses itself upon the public. 


Warren Fixtures and Display Tables 


A systematic arrangement of Warren modern up-to- 
date Sectional Wall Fixtures, Display Tables, Show 
Cases, Wrapping Counters and other accessories, at- 
tractive displays of merchandise, with plain prices— 
and quick service, are putting money into the cash 
registers of these progressive hardware dealers. 


These retail hardware stores are buying and installing 
Warren Equipment and following our Store Planning 
methods, based upon our thirty odd years’ experience 
in store planning, designing and manufacturing Fix- 
tures for retail Hardware Stores exclusively. 


Display Table merchandising is a vital new develop- 
ment in today’s selling and calls for scientific store 
planning, based on experience and correct equipment. 
We can help you with both. 
If you contemplate Store changes send us your architect’s 
blue print or a rough pencil sketch of your store, with 
measurements, and let us send you a suggestive floor 
plan arrangement, without obligation. 


J. D. WARREN MFG. COMPANY 
208 W. Washington Street Chicago, Illinois 


ee ee OA A OC ea oe ae ee a a ee ee oe me ae 

J. D. WARREN MFG. CO., 208 W. Washington St., 
Chicago, Ill. 

Please send me: [] The Warren Fixture Catalog; [] Display Table 

Folder—‘‘Increased Sales and Bigger Profits,” as featured in Hardware 

Age. 














Coming Hardware 
Conventions 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
AND SOUTHERN HARDWARE JoBBERS’ ASSOCIATION 
Joint Convention, Edgewater Gulf Hotel, Edgewater 
Park, Miss., week of April 16, 1928. Charles F. Rock- 
well, secretary-treasurer, 342 Madison Avenue, New 
York City. 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Little Rock, May, 1928. L. P. Biggs, secretary, 
815-816 Southern Trust Building, Little Rock. 


CALIFORNIA RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION AND EXHIBITION, Roof 
Garden of Hotel Whitcomb, San Francisco, Feb. 15, 16, 
17, 1928. LeRoy Smith, secretary, 112 Market Street, 
San Francisco. 


HARDWARE ASSOCIATION OF THE CAROLINAS CONVEN- 
TION, Charleston, S. C., June 5, 6, 7, 1928. Arthur R. 
Craig, secretary-treasurer, 804-806 Commercial Bank 
Building, Charlotte, N. C. 


CONNECTICUT HARDWARE ASSOCIATION CONVENTION, 
Hotel Bond, Hartford, Feb. 16, 17, 1928. Henry S. 
Hitchcock, secretary, Woodbury. 


ILLInoIs RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND Exuisition, Hotel Sherman, Chicago, Feb. 
14, 15, 16, 1928. Leon D. Nish, secretary, 14-16 N. 
Spring Street, Elgin. 

Iowa Retait HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Des Moines, Feb. 14, 15, 16, 17, 
1928. A. R. Sale, secretary-treasurer, Mason City. 


LouIsIANA Retait HarpwWARE IMPLEMENT AsSO- 
oe . 

CIATION CONVENTION AND EXHIBITION, New Iberia, 
June 4, 5, 6, 1928. S. H. Sale, secretary, Shreveport. 


MINNESOTA RETAIL HARDWARE ASSOCIATION COoN- 
VENTION, Municipal Auditorium, Minneapolis, Feb. 21, 
22, 23, 24, 1928. C. H. Casey, secretary, Nicollet at 
Twenty-fourth Street, Minneapolis. 


MississipPI RetaiL HARDWARE AND IMPLEMENT 
AssoOcIATION CONVENTION, Edwards Hotel, Jackson, 
June 12, 13, 1928. Guy Nason, secretary, Starkville. 


NATIONAL RetatL HARDWARE ASSOCIATION CON- 
GREsS, Boston, Mass., June, 1928. H. P. Sheets, secre- 
tary-treasurer, 130 E. Washington Street, Indianapolis, 
Ind. 


New ENGLAND HarpwarRE DEALERS ASSOCIATION 
CONVENTION AND Exuisition, Mechanics Building. 
Boston, Feb. 20, 21, 22, 1928. George A. Fiel, secre- 
tary, 80 Federal Street, Boston 9, Mass. 
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-NortH Dakota Retait HarpWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Minot, Feb. 15, 16, 17, 
1928. Exhibition at the Parker Auditorium. C. N. 
Barnes, secretary, Grand Forks. 


Ou1o Harpware ASSOCIATION CONVENTION AND 
ExuisiTIon, Toledo, Feb. 21, 22, 23, 24, 1928. James 
B. Carson, secretary, 411 Mutual Home Building, 
Dayton. 


PANHANDLE HARDWARE AND IMPLEMENT AsSSOCIA- 
TION CONVENTION, Amarillo, Tex., April 9, 10, 11, 1928. 
Headquarters, Amarillo Hotel. C. L. Thompson, secre- 
tary-treasurer, Canyon, Tex. 


PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
ASSOCIATION CONVENTION AND EXHIBITION, Philadel- 
phia Commercial Museum, Feb. 13, 14, 15, 16, 17, 1928. 
Sharon E. Jones, secretary, Wesley Building, Philadel- 
phia. 


South Dakota RetaiL HARDWARE ASSOCIATION 
CONVENTION AND ExuisiTion, Coliseum Building, 
Sioux Falls, Feb. 28-29, March 1, 1928. C. H. Casey 
secretary, Nicollet at Twenty-fourth Street, Minneapolis, 
Minn. 


SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION, composed of Alabama, Florida, Georgia 
and Tennessee, Convention and Exhibition, Atlanta, Ga., 
May 22, 23, 24, 1928. Walter Harlan, secretary, 701 
Grand Theater Building, Atlanta, Ga. 


SOUTHERN CALIFORNIA-RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Los Angeles, Feb. 21, 22, 23, 1928. 
H. L. Boyd, secretary, 618 Hellman Bank Bldg., Los 
Angeles. 


SouTHERN HarpWARE JOBBERS’ ASSOCIATION AND 
AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
Joint ConvenTIoN, Edgewater Gulf Hotel, Edgewater 
Park, Miss., week of April 16, 1928. John Donnan, 
secretary-treasurer, Richmond, Va. 


VIRGINIA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND ExuiBiTon, Jefferson Hotel, Richmond, Feb. 
21, 22, 23, 1928. Thos. B. Howell, secretary, 602 Broad 
Street, Richmond. 


Say It With Hardware 


It is stated that a Providence, R. I., florist, having in 
mind the formal opening of the new Belcher & Loomis 
Hardware Co. warehouse in that city, secured a partial 
list of the hardware firm’s customers and informed them 
that he, the florist, was prepared to fill orders for flowers 
to those who wished to compliment the hardware com- 
pany on its new venture. The reaction to his suggestion 
was highly satisfactory. Which shows, the jobber says, 
there are ways of getting business if you make the mental 
effort. 


ae 


—GRIPS LIKE A PISTO 
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No. 41 — DREAD- 
NAUGHT, the finest 
general utility torch 
on the market! 


..easily, comfortably 


and can be used for 
hours without fatigue! 


HE practical angle handle, found 

only on Wall DREAD- 
NAUGHTS, makes this possible. 
Yet this is only one of many exclu- 
sive features that makes DREAD- 
NAUGHTS the super value today 
among torches. 


They Are Safe 


Seamless steel tank with bottom and only 
three connections brazed in with hard brass 
makes DREADNAUGHTS positively fire 
and explosion proof. Double check valve 
on pump. 


They Operate in Windy Zero 
W eather 


The heat retaining casting and wind shield 
guarantee continuous satisfactory operation 
to the last drop of fuel wnder most severe 


conditions. An “outside” torch. 
They are Dependable and Long 
Lasting 


Here’s a torch you can fill and pump and 
know it is going to deliver a hotter flame, 
when and where you want it. Needle cleans 
burner orifice of the New No. 41 at every 
operation. A torch for every purpose and 
guaranteed to give satisfaction. 


Your jobber has them or can get them for you 


P. WALL MFG. SUPPLY CO. 


3126-66 Preble Avenue - Pittsburgh, Pa. 
Since 1864 


le 











DREADNAUGHT 


SERVICE WITH SAFETY 


BLOW TORCHES 


and FURNACES 





& 








To Save Time, Write to Nearest Representative 


New York: E. H. Brinkman, 30 Church St., Room 446. 
Philadelphia: Wm. H. Patton & Associates, 2401 Chestnut St. 
Boston: Walter C. Gindele, 241 Purchase Street. 
Cincinnati: L. W. Stewart Sales Co., 327 Dixie Terminal. 
San Francisco: W. R. Voorhees & Co., 417 Market Street. 
Waynesville, N. C.: R. N. Barber & Company. 
Detroit: G. E. Oles, 14301 Corbett 
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Wenatchee, Wash. He spoke on “Arrange- 
ment and Display,” and illustrated his talk 
with pictures of modern hardware stores. 
Mr. Stewart said that there was no no- 
ticeable increase in pilferage since the 
installation of modern display tables in 
the majority of stores. 

At the closing session of the convention 
on Friday afternoon, the various commit- 
tees reported, among them being the nom- 
inating committee, who brought .in the 
following slate: L. M. Collins, Fairfield, 
president; F. K. Jackson, Montesane, first 
vice-president; J. C. Lampert, Yakima, 
second vice-president, and E. E. Lucas, 





(Continued from page 39) 


Spokane, secretary and treasurer; for the 
executive committee: W. A. Doelle, Cash- 
mere, Wash.; W. F. Schluenz, Waterville, 
Wash.; J. N. Ott, Ritzville, Wash.; L. M. 
Collins, Fairfield, Wash., and A. S. Dick- 
inson, Waitsburg, Wash. All were elected 
as nominated. 


The closing address of the 1928 Con- | 


vention was delivered by National Presi- 
dent Atkinson, who said in part: “We 
are prosperous, but we should not let it 
turn our heads and we must take due pre- 
cautions. The man who will succeed in 
the future is the dealer who attends his 
state conventions, who gets into contact 














Competition and Control Discussed at Pacific-Northwest Convention 


with other dealers, who makes trade papers 
of more interest than the sensational 
dailies and who carefully studies those 
markets which give him the widest range 
and the best value for his dollars. It has 
been found that the chief factors which 
affect the retail hardware man’s business 
are excessive competition, pressure to buy, 
changed buying habits and decrease and 
high selling costs.” 

At the close of Mr. Atkinson’s talk an 
experience meeting was held, at which 
time the individual dealers stated how they 
benefited from the convention. 





Make One Point Stand Out Plainly 


In Every Advertisement 


hardware are human beings, just the 
same as purchasers of stockings or 
bread. And they read ads in the 
same way and for the same purpose 
—to find what they need. 

Copy and ideas are only half the 
ad. Goods, items, make up the other 
half. And if direct results are ex- 
pected, selecting what to advertise is 
just as important as what to write 
in copy. 


What to Advertise in March 


A hardware man who intends to 
run four ads in the month of March 
ought to do two things before he 
makes up the line of items for each 
ad. 

First, look at last March’s sales 
records and see what lines sold best 
during March of the year before, not 
necessarily what stocks made the 
most volume but the ones that made 
the greatest number of sales. Then 
notice which week of last March was 
the best in sales and volume and then 





(Continued from page 31) 


which items sold best during the big- 
gest week. 

This gives a slant on a sensible 
basis for advertising—This is it: 

Select half your items for each 
week’s ad from lines of goods that 
sold last year in great number of 
sales, that is pieces sold; select the 
other half of items from the stocks 
that ran high in the best week of 
March, last year. 

Thus, if housewares sold in great- 
est quantities last March, select items 
from housewares for at least half the 
space and if yard and garden tools 
showed the most sales volume, that 
is, money volume, be sure some 
items of those stocks are in each 
week’s ads during March. 

Why? Because last year’s sales 
show the trend of hardware buying 
habits of your community. And 
items that sold well last year, adver- 
tise well this year, as a rule. 

Of course, devote some space to 
other items but feature the lines that 
brought in the greatest number of 





customers and the greatest amount 
of money last year. 

The hardware advertisement of G. 
Knowling, Ltd., St. Johns, New- 
foundland, reproduced is worth study. 

It occupies only small space but 
advertises a good variety of care- 
fully selected items. (See general 
items in upper half of space.) Anda 
“New Goods” section and eight spe- 
cial items below divided by a good 
joke, compose the ad. 

The joke takes the place of a gen- 
eral write-up and isa splendid idea. It 
adds “reader interest” to what might 
otherwise be just a matter-of-fact ad. 
This store’s advertising sells goods. 
This two-column space is run Tues- 
days and Thursdays of each week 
in an evening paper and Tuesdays 
and Fridays in a morning paper. 
Noticé the white space, no crowding 
or cluttering of items; brief copy and 
good cuts. That’s what makes hard- 
ware advertising pay—regular 
schedule, good items, careful type 
display and layout. 





Blackhawk’s Buick Wrenches 


Blackhawk Mfg. Co., Milwaukee, Wis., 
recently brought out four new Buick 
Cylinder Block Wrenches for Master Six 
and Standard Six cars. All have 12-point 
sockets. 

No. 2324 for the Master Six is used on 
cnly the right rear stud nut of the cylinder 
block. Socket size is % in. double Hex; 
length over all, 14% in.; weight, 2 Ib. 

No. 2524, for the Master Six, is used 
on all cylinder block stud nuts except right 
rear. Socket size, 34 in. double Hex; 
length over all, 1434 in.; weight, 1 lb. 10 oz. 





nn 





No. 2320 for the Standard Six is for 
use only on right rear stud nut. Socket 
size, ¥ in.; length over all, 1354 in.; 
weight, 1 Ib. 9 oz. 

No. 2520 for the Standard Six is for 
use on all stud nuts of cylinder block ex- 
cept right rear. Socket size, % in.; length 
over all, 15% in.; weight, 1 Ib. 9 oz. 


The 12-point or double Hex sockets allow 
the short bite necessary when working in 
close quarters. A heavy knurled handle 
provides solid grip. Sockets are accurate- 
ly broached sufficiently oversize to insure 
perfect fit. 
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CINCINNATI 


Overnight from nearly all cities 


America’s Logical 
Convention City 





HOTEL @; GIBSON 


RALPH HITZ Manager 
1,000 Rooms, $2.50 Up 


America’s Logical Convention 
Headquarters 


MAMMOTH ROOF GARDEN AND BALL 
ROOM SEATING OVER 1,000 EACH 


20,000 Square Feet Display Space 


Accommodations For More Than 2,000 Guests 























wan 


--(CHICAGO 


SPRING HINGES 
The “Triplex” 


Resists Wind Pressure 


Dealers should 
recommend “Triplex” 
Double Acting Spring 
Hinges for applica- 
tion to double acting 
vestibule doors which 
are subject to wind 
pressure. They have 
two springs with ten- 
sion adjustment, and 
greater tension may 
be applied to oper- 
ate the door in one 
direction than the 
other. 















The “Triplex” 
Type 2001 


Send for Catalogue H-42 


Chicago Spring Hinge Company, 


CHICAGO NEW YORK 
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STATION I-L-C-O 


announcing the 


BOTTLE OPENER 
KEY 





(A real key—not a novelty) 


Opens Your Doors—Opens Your Bottles 


We supply an assortment of bottle opener 
key blanks in the 25 most staple numbers— 
one dozen of each number, packed in attrac- 
tive boxes plainly marked. 

Your patrons supply the interest after view- 
ing our neat display, furnished with each 
assortment. 

You do the rest. 


DINDEPENDENTIOCKCO.d> 


Fitchburg, Mass., U. S. A. 
Manufacturers of Cylinder Locks, Padlocks, Inside Door Sets, Glass 
nob Sets, Key Blanks, Auto Switch Keys, Hardware 
Specialties, Key Cutting Machines, Etc. 











Sy 
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Something NEW. in Display 
SALES TABLES 


Just as Heller designers developed the Display Wall Cabinet to 
the last degree, they now offer the ultimate in sales tables. One 
glance at the illustration is all the keen hardware man needs to 
see how he can use them in his own store—a battery of tables 
ideal for use along main line of traffic, taking full advantage of 
valuable space too often wasted. There is over 108 sq. ft. display 
space on this group of 4 tables besides plenty of storage space. 
ee them at the Hardware Conventions in Indianapolis, Detroit, 


Ss 
Philadelphia and Toledo. 


HELLER 


Business Building Store Fixtures 
W. C. HELLER & CO. 


700 Bryant St., Montpelier, Ohio 


Check the items you are interested 
in, tear out this ad and mail it 


today. 
Oo Trew Display O© Pennsylvania 
Meta 


Tables 1 Saw Rack 20 Vesey St., Suite 500 
Displ Door : et . 
Om Cue Wall Cabinets New York City 
2-16-28 55-A 
Write name and address in margin below. 
er ee "ger sane tr: 
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HUNDREDS OF HARDWARE STORES 
Find Lawn Mower Sharpening Profitable 


These stores have come to realize that many 
first-class lawn mowers they sell fail to give 
good satisfaction simply because of improper 
sharpening. These dealers, by installing an 
IDEAL LAWNMOWER SHARPENER and 
sharpening the mowers themselves, render a 
much wanted service to their customers and 
make liberal profits themselves. 


$1.50 to $2.00 PER MOWER 
for 15 Minutes Work 


Any boy can operate 
the IDEAL. Slip the 
mower into the IDEAL 
without dismantling, 
make a few simple ad- 
justments and in 15 
minutes the mover is 
perfectly sharpened— 
every blade with a true, 
keen edge. The usual 
charge, $1.50 to $2.50 
per mower, is mostly 
profit. 


The 
ENER 







IDEAL SHARP. 
requires little 
space, operates off a 
light socket, and its 
first cost is extremely 
low. 


Write for prices and 
full information. 


THE FATE-ROOT-HEATH CO., PLYMOUTH, OHIO 


| PRODUCTS 














= 








The Baby Chick Season will soon be in full 
swing with a brisk demand for Good Poultry 
Equipment. 


Moe’s Line is a fine standard and complete 
line, moderate in price, and justly popular with 
the busy poultry man. 


A profitable line to sell. Write for Catalog and Prices. 


HoEFT & COMPANY 


2305 Davis St. North Chicago, Ii. 











Two Per Cent. in Ten Days 


HILE there is a growing tendency among hard- 

ware dealers to take advantage of the rather uni- 

form discount terms offered them by manufac- 
turers and wholesalers, many dealers apparently fail to 
realize this opportunity for an extra profit or else are 
somewhat irregular in accepting it. As purely a matter 
of speeding up collections in the hardware trade, credit 
terms of sixty days net, with a 2 per cent discount if 
paid in ten days, have become common usage. This 
merely means that the jobber or manufacturer can afford 
to pay the retailer rather liberally for the use of his 
money before it is due, together with the elimination of 
collection and much of the bookkeeping costs. 

To the dealer this discount means an opportunity to 
make a little extra profit and, in some cases in these days 
of close margins, a large percentage of a store’s profits 
may be represented by the sum of these cash discounts. 
Often discounts mean the difference between profit and 
loss on the year’s business. 

In order to understand more fully the exact profits 
which a dealer may gain in taking his discounts regularly, 
take the usual terms of 60 days net. By paying inside of 
the 10 day discount period, the dealer actually receives 
2 per cent discount for 50 days use of his money which, 
dividing the 350 business days of a year by 50 equals 14 
per cent per annum. 

Figured the same way, other common credit terms 
may save the dealer the following percentages : 


%% in 10 days, net 30 days == 9% per annum 


1% in 10 days, net 30 days = 18% per annum 
114% in 10 days, net 30 days = 27% per annum 


in 30 days, net 60 days = 24% per annum 


2% 
in 10 days, net 30 days = 36% per annum 


2% 


In actual dollars and cents these discounts run into rather 
imposing figures—one to two hundred dollars per month 
is not at all unusual in some stores. 


According to the records kept by the credit depart- 
ments of various hardware wholesalers, about 60 per 
cent of the dealers discount their invoices more or less 
regularly. City dealers, perhaps because’ of the more 
exacting credit terms, generally necessary in the larger 
centers,/are better discounters than the small town mer- 
chants, with a record of 70 per cent as against 50 per 
cent. In the opinion of the credit managers, a dealer’s 
inclination and ability to discount his invoices is indica- 
tive of his progress and standing as a merchant. They 
state that the discounter is not so apt to over-buy; he 
turns his stock more often and watches his own collec- 
tions more efficiently. 

There is, unfortunately, no “royal road” to discount- 
ing except to simply acquire the habit. Some dealers 
facilitate matters by keeping a file numbered for 31 days. 
When an invoice is received and has been checked, it is 
placed in the section dated 10 days after the date on 
the invoice, and each day the invoices which have accu- 
mulated in the pocket for that date are taken out and 
checks mailed. 

The dealer who believes that he can stretch the dis- 
count period by sending in his remittance, with the 
discount taken, a few days late is only fooling himself. 
Nothing will probably be said to him the first time or 
two, but each instance is carefully noted by the jobber’s 
credit department and eventually, he will have his checks 
returned, and he will have hurt his credit standing mate- 
rially. 
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The Outlook for 1928 


As Seen by Prominent Hardware Men 


We Are Expanding 


“It seems to be a popular thing to say that the Presidential 
year is generally a poor one. However, with the abundance of 
money and credit available, the return of Ford to the automotive 
industry and the general condition of prices, which are about as 





H. J. FUNK 


MARTIN VAN DUSSEN 


near to pre-war level as they probably ever will be, 1928 should 
not necessarily mean a year of depression. 

“We are expanding our business on some lines. 

“In our particular district there has been an overproduction 
of building and today the supply is considerably more than the 
demand. However, this is béing absorbed at a fairly good rate 
and, while it may be quiet for the first part of the year, I be- 
lieve that in the closing months there will be as much activity 
as ever. 

“IT do not look for any important changes in the hardware 
business for 1928.” ; 

(Signed) A. G. BirKENMEIER, JR., Birkenmeier & Kuhn Com- 
pany, Newark, N. J. 


Equal to or Better Than 1927 


“Personally I believe that the hardware business for the cur- 
rent year will be equally as good if not better than 1927. Profits 
should be better than they have been for the past several years 
and the great question arises: will manufacturers, distributors 
and retailers take a profit or will they all go scrambling after 
volume business, which is non-profitable to all concerned? It 
does seem that the human family should stop just long enough 
to analyze the business for the past several years that has been 
done without profit and start at once to revise their selling meth- 
ods. Therefore at good slogan might be in order, such as, 
‘Less, volume, more profit.’ ” 

(Signed) H. J. FUNk, Albany Hardware & Iron Co., Albany, 
N. Y: 


Watch Credits 


“IT do not expect that the figures for 1928 will differ greatly 
from those of 1927. I find in talking with other dealers that we 
all have had to charge off more than usual due to uncollectible 
accounts. This, of course, has cut into the profits. I believe that 
we will do approximately as much business as last year, will be 
more careful regarding the granting of credit and collections and 
that as a consequence the showing for the year will be as good 
if not better.” 

(Signed) Martin Van Dussen, Rochester, N. Y., Vice Presi- 
dent, N. Y. State Retail Hardware Ass’n. 








It is with the deepest sorrow 


that we inform you 
of the death of our President 
Mr. Hermann Kind 
on Wednesday, January twenty-fifth 
Nineteen hundred and twenty-eight 
Graef & Schmidt, Inc. 


New York 








A Fast Cutting Mincer 





“Note shape of blade.” Will do more 
cutting than an ordinary two blade mincer. 


= VOOS > 


The superior steel used in this Mincer makes it 
a fast cutter and fast seller. Two styles—with 
guaranteed STAINLESS blade and white acid- 
resisting handle; also furnished in colors—red, 
blue, green and yellow. Or carbon steel blade 
with black handle. Packed % dozen in attractive 
display box. 





Order from our— 


Sales Representatives: 


JOHN H. GRAHAM & CO., Inc. 
113 Chambers St., N. Y. C. 


THE, mYOO-S > GO. 161 Porter St., New Haven, Conn. 
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Paine Toggle Bolts 


The only spring type toggle 
on the mark 
The wings open aaiihe 
in any position in hollow 
material. 
Any style head 
Any length bolt 
Standard bolts threaded 
to head 
Requires no 
Just insert—The 
does the rest. 


Samples on request— 
no charge 


THE PAINE COMPANY 
2947 W. Carroll Ave., Chicago, III. 


guiding— 
spring 
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Diamond Calk Horseshoe Co. 


drawn in oil. 
a cold chisel. 


use. 
made. 


DROP FORGED 
STEEL CLEVISES 


Drop Forged 





great strength and long wear. 
Write for catalog. 


Duluth, Minn. 


DIAMOND 
WRENCHES 


are Drop Forged Steel 


Scientifically hardened and 
Jaws like 
For heavy 
constant garage and shop 
The most complete 
line of adjustable wrenches 


Sizes 3% and 4%. For Wagons, 
Implements, Tractors or Trailers. 
Drop forged from special analysis 
steel and heat treated to insure 


4622 Grand Ave., 














More HUMANE 


Most practical and humane cow 
hobble ever made. Cannot cut, 
chafe or injure the cow. The 
leverage afforded with 


Reichert’s 
NO-KICK COW HOBBLE 


makes it easier to operate and permits better control of the cow. 
Easy to adjust. Never kinks or tangles. Retails at 75c. per set. 
Good profit. Satisfaction guaranteed. Write. 


Farmers Say This Hobble Beats Them All 


Imperial Bit & Snap Co. 


1400 Clark Street, Racine, Wisconsin 
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SERVICE 
DISTINCTION 


QUALITY 
UNIFORMITY 


“LENOX” 


HIGH SPEED 





HACK SAWS 
“The Soots in the Puid Bor” 


AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


HACK SAWS - BAND SAWS — SCREW DRIVERS ~- GLASS CUTTERS 
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Expect an Increase 


“Naturally, we look forward to the new year optimistically 
and hope to increase our volume in 1928 at least 15 per cent. 
This has been our regular rate of increase per year since 1922, 
without exception. 

“Frankly, we have no special reason to support our expec- 
tations other than local conditions and our own efforts. 

“As to profits, we recognize a steady trend toward reduced 
margins on staple hardware items, due to the new competition, 
end the necessity for meeting same, with carefully selected ‘price 
teasers.’ 

“Furthermore, we have felt a growing tendency toward a 
rising ‘cost of doing business.’ We feel that the average inde- 
pendent hardware dealer must find his salvation in more efficient 
selling methods, and closer control of operating costs. A larger 
sales production per person employed seems the final solution to 
this problem, since salaries absorb by far the larger proportion 
of margin.” 

(Signed) Howarp P. A.sricHT, Sec’y, Eastern New York 
Hardware Club, Albany, N. Y. 


Everything Looks Favorable 


“Everything looks very favorable in Westchester County. 
3uilding continues very good, and there are lots of more planned 
by the County Park Commission and individual builders all look 
forward to lots of activity.” 

(Signed) WiLu1AM L. Vetter, Sec’y, Westchester County Retail 
Hardware Ass’n, New Rochelle, N. Y 





A State of Mind 


“It is our opinion that business conditions generally speaking 
are usually more or less a state of the mind. Anyway, there is 
no reason why 1928 should not show a healthy increase in bus- 
iness to any manufacturer who is justly entitled to that increase. 

“So far as the hardware business itself is concerned, we 
naturally can make no predictions due to the fact that we are 
not familiar enough with the hardware business itself. We do 
believe, however, as far as toy manufacturers are concerned, 
that is, those manufacturers who make toys adaptable to hard- 
ware stores, are certainly in a position to increase their business 
considerably with hardware dealers all over the country.” 


(Signed) J. E. McCrapy, Dorfan Co., Newark, N. J. 





Slightly Better Than 1927 


“We believe 1928 business will be slightly better than 1927. 
The enormous production of low priced automobiles affects most 
every manufacturing city. Our own city doesn’t manufacture 
automobiles, but we have three large industries which are de- 
pendent on orders received from these manufacturers. This is 
only an example of how the entire country is affected by this in- 
dustry. 

“I believe gross profits will be smaller than in 1927, but net 
profits will be as large. The wide awake dealer realizes that 
his large overhead that has gradually been increasing year by 
year must and will be reduced. This dealer is continually on 
the watch to better his business methods, which is bound to 
produce larger profits. 

“I see no important changes which will affect 1928 that did 
not exist in 1927. Skilful management and hard work are what 
is going to put it across in 1928.” 

(Signed) Frep Cartuisie, Carlisle Hardware Co., Springfield, 
Mass. 


Business in General Gains 


“With some temporary recessions, history records that bus- 
iness in general in this country gains and has always gained. We 
should not be victims of any condition. Those who wisely weave 
their way through need not dabble in doubt.” 

(Signed) Percy G. James, President, James & Hawkins, Inc., 
Jamaica, N. Y 
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Looks Better, Says Arthur Lamson 


“I candidly think that the outlook for the year 1928 as a whole 
is better than for the preceding year. 

“The shoe factories in my city are doing better than in Janu- 
ary 1927. I do not see how the profits on merchandise which 
the hardware dealers sell are going to show any greater margin. 
Therefore it is up to the hardware dealer to cut his overhead as 
much as possible to make money. 

“The competition of lumber dealers, drug stores, chain stores, 
department stores and electric light companies is getting keener 
and we have got to put more effort into selling our merchandise 
than ever before.” 

(Signed) ArTHuR C. Lamson, Marlboro, Mass., Vice-President, 
National Retail Hardware Assn. 


Expects 1928 to Be Ahead in Mountain 
States 


“We expect hardware sales to run ahead of 1927 in the moun: 
tain States territory, especially so in the farming districts. | 
see no reason why profits should not be as good or better than 
last year. 

“One reason why I believe that conditions will be better in 
the farming districts is that the farmer has had two or three 
years of good crops and is now in a better position to buy than 
before.” 

(Signed) W. W. McALtister, Secretary-Treasurer, The Moun- 
tain States Hardware and Implement Association. 





Equal to 1927 in California, Says Le Roy 
Smith 


“T believe the retail hardware business for central and north. 
ern California for 1928 will be equal to that of 1927, which was 
about the same in volume as it was in 1926. I base my state- 
ment on the fact that our income from the farm was just about 
the same in 1927 as it was in 1926, then our other incomes will 
possibly be in excess of 1927. 

“We no doubt will have more and stronger competition from 
the mail order houses and chain and department stores. Our 
natural growth will take care of this competition and leave the 
retailers’ business about as it was last year with profits about the 
same. I do not see any signs of important changes taking place 
here in California that may affect 1928.” 

(Signed) Le Roy Situ, Secretary-Treasurer, California Retail 
Hardware and Implement Association. 


Great Volume—Small Profits 


“I am of the opinion that the hardware business will be the 
best that we have had in ten years, but that the profit will be very 
small. 

“I do not believe that there will be any important changes.” 


(Signed) R. E. Mitter, Domes of Silence, Inc., New York City. 





See Next Week’s Hardware Age for further 
Opinions on the outlook for 1928. 


DIAMON D“E” 





All-Metal Frame 


CLOTH WINDOW VENTILATOR 


They sell on sight, because it is evident 
on sight that they are the finest 
window ventilators made. 
Eight popular sizes. 
Retail at 60c 
to $1.10. 


















BROADWAY, 


FROM 
YOUR JOBBER NEW YORK.NY. 









SAVE MONEY 
1000 Letterheads and 1000 Envelopes . $ 7.00 
2000 Letterheads and 2000 Envelopes - 12.00 


1000 each of Letterheads, Billheads, Statements and 
Envelopes - $12.00 
2000 each of Letterheads, Billheads, Statements and 
Envelopes - $20.50 
Statements and billheads printed with black down rules. 
High grade bond paper used on all stationery. 





500 Deferred Payment Contract sheets in 
duplicate - $7.00 1060 - $10.00 


SEND FOR SAMPLES 


FEDERAL ENVELOPE & LABEL CO. 
240 West 12th Street - Erie, Pa. 














VAUGHAN’S Famous SALES MAKER 


The 100B Can Opener— 
Combination Bottle Opener 
and Corkscrew 


There is nothing else like the 
Vaughan 100B Can Opener. 
It is the only can_ opener 
retailing for a dime that nae 
been nationally advertised +*»-» 
thirty million now In use. Sol: 
all over the world. Its High 
Carbon Tool Steel Blade is 
spring —s flexible and 
given a remarkable finish. 
Assembled with sostly tubular 
rivets. 






Send for details of this attrac- 
tive four-color counter dis- 
play carton. Ask for Catalog 
20-H. It will make money 
for you. 


VAUGHA 
NOVELTY MFC. co. 7 
3211-25 Carroll Ave., Chicago, U. 8. A. 











Looking for a Hardware Store? 


The place to find one is in the “Classified 
Opportunities Section’’ of this paper. 


By watching the FOR SALE ads you'll be 
reasonably sure to secure a good paying busi- 
ness at a fair price, or better still, let the trade 
know the kind of a store you are looking for. 








ee 
GOODELL-PRATT COMPANY 


a ch pitts 


GREENFIELD, MASS.U.S.A. 


GOODELL ~ PRATT 


1500 GOOD TOOLS | 
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Allith-Prouty 


FREE Engineering 
Service to Dealers 

















Here, at the factory, we maintain a group 
of experienced engineers that gladly offer 
suggestions, plans and estimates. 


If you can’t solve your hinge and hanger 
problems through A-P catalog No. 95 you 
are invited to take advantage of our engi- 
neering service. It is gratis—and without 
strings. 
Don’t forget that—and this: A-P hardware 
is made in one plant, from pig iron to fin- 
ished product. The result is tough, uniform 
malleable that regularly exceeds 50,000 
ors pounds per square inch tensile strength, 
Ne. 219—Standard; 4 lengths—24, 30, 36, 10% in two inches in elongation and 35,000 
pounds per square inch in yield point. 














ird; 4 lengths—31, 37, 43, 
ee You'll be proud to sell that kind of hard- 
Tei 18, 24, 30, ware. 
No. 2020 ALLITH-PROUTY COMPANY 
DANVILLE, ILLINOIS 
Manufacturers of 
Garage Door Hardware Spring Hinges Overhead Carriers 
Rolling Ladders Fire Door Hardware Door Hangers 














‘HIT THE TRAIL HOLIDAY?” 


It’s a far cry from the mushers of ’49 to our present- 
day tourist. The glamour of “Gold” has long since 
gone but still an endless stream of wanderers flow 
through the beauty-spots of our country, drawn on by a 
greater lure. 
















And while some prefer to frequent hotels and farm- 
houses, still a great portion prefer to “rough it,” in 
emulation of “those who have gone before.” There 
is a no more rabid body of hobbyists than these 
campers. 


You don’t have to search them out in your locality 
to sell them. A well-arranged window display of camp- 
axes, cots, camp furniture, hunting knives, tents, fishing 
tackle and other things dear to the heart of 
the lover of the “out-doors” will draw them 
to your store. 
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Fee General Use This 
Standard Pin Tumbler Rim 
Night Latch Is Unexcelled 








No. 3504 Rim Night Latch 





Your customers will at once recognize No. 3504 
as the lock they want, and your sales on this num- 
ber will be outstanding. 

Features that make it popular— 

Case: Iron—Black japanned finish. Knobs, bolt 
and cylinder are bronze. Five pin tumblers— 
Unlimited key changes. Milled Nickel Silver 
Keys. 

We shall be glad to send you a booklet showing 
our complete line of rim and mortise night latches. 











The Eagle Quality Line 


Night Latches Cabinet Locks 
Trunk Locks Store Door Sets 
Front Door Sets Padlocks 

Wood Screws 


Eagle Lock Co. 


General Sales Office 
26 Warren St., New York 
PEG AK Us 6. PAT. OFF, OCG .1N U, 8 PAT. OFF. 
Branches—521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, IIl. 
114 Bedford Street, Boston, Mass. 
Works at Terryville, Connecticut 





TISIT 


“Sold a Dozen Bottles of 
TISIT 
the First Three Days it 
Was On Display” 


Says Hardware Man 





















A New Solder for all Uses | 


‘} Y 4 


airs 


ty 


This is the message a hardware retailer recently gave 
to his jobber when ordering another six dozen bottles 
of TISIT. His experience is not unusual, because 
TISIT is establishing records for fast sales nearly 
every place it is displaved. 


Best of all, once TISIT is used in the home it will be 
used constantly. This means repeat sales. 


TISIT is a liquid solder, heat-proof and acid-proof. 
It is applied cold with a stick. It is easy to use— 
always ready, no heat or soldering iron are required, 
no burnishing is necessary. 


TISIT can be used to solder aluminum and is used 
successfully for repairing radios, steam pipes, radiators 
—in fact everything for which a solder is used. Every 
home owner, every radio owrrer, every automobile 
owner is a prospect for TISIT. 

















$4.00 per dozen on display card 
Retails for 50c each—$2.00 per dozen profit 
Start getting your share of TISIT profits today by asking your 


jobber to send you a sample dozen, or write us direct giving 
your jobber’s name. : 


LETELLIER LABORATORIES, Inc. 


Manufacturing Chemists 
119 Main St. E. Rochester, N. Y. 


Look for TISIT Advertising in Leading National Magazines 


TISIT 
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DUSTLESS 


Pp EERLES ASH SIFTERS 


It is a significant indication of the sales possi- 
bilities of these two new Peerless Household 
Utilities that 70% of those dealers who ordered 
soon after their introduction last fall have since 
re-ordered in quantities. Better get next to these 
brisk movers by writing for sample and details 


Now. 





Samples sent direct will be 
billed thru your own jobber. 


THE CORCORAN MFG. CO. 
5222 Section Avenue Cincinnati, Ohio 


ATTENTION ctigtca's thw tse mtg ene 
JOBBERS 


for your fall catalogue. 
FOLDING WINDOW 
P E E R L E S REFRIGERATORS 





Knocks down to pack 

in 2% inch corrugated 

bor. Only 6 bolts to 
assemble. 











— 
HINGES 





A wide range of use is 
found for this popular 
GRIFFIN Fleur de Lis 
Hinge that combines 
beauty of design with 


precision in every 


manufacturing detail. 





ERIE, PENNSYLVANIA 
ranch Offices__, 


New York, 45 Warren St. 





























ieiniie Steel & Wire 


Company 











When your customers de- 
mand the best in barb wire 
at the lowest cost you will 
find that American Steel 
€& Wire Company brands 
successfully meet their re- 
quirements. 

Great tensile strength, 
extra heavy galvanizing, 
regularity of twist and 
firmness of barbs, are out- 
standing features of the 
following brands: 


Baker Perfect 
Waukegan 
Ellwood Glidden 
Ellwood Junior 
American Special 
American Glidden 
Lyman Four Point 








Write for catalog and prices 





American Steel & Wire Company 


Sales Offices; Chicago, 

Worcester, Philadelphia, 

Wilkes-Barre, St. Louis, Kansas City, 

Memphis, Dallas, Denver, Salt Lake City, *San Francisco, 
*Portland, *Seattle. 

*United States Steel Products Company. 


*Los 


New York, Boston, Atlanta, Birmingham, Cleveland, 
Pittsburgh, Buffalo, Detroit, Cincinnati, Baltimore, 
Minneapolis-St. Paul, Oklahoma City, 


Angeles. 














THE GENERAL FIREPROOFING CO., Youngstown, Ohio 


(| Se cee 
Address ........ 
City. 














This Space-Saving, 


Is a Better Investment 
than Wood 


HEN all the advantages of GF All- 

steel Shelving can be had for so little 
—there simply isn’t any reason for building 
wood shelving. 
Your investment in GF Shelving is not 
subject to the rapid depreciation that 
makes wood shelving poor business. In one 
or a thousand installations or re- -installations, 
the same value is there. The same rugged 
strength —the same clean-cut appearance. 
The baked-on olive enamel never chips or 
cracks—the structure never sags or totters. 


The space-saving steel construction in- 
creases storage capacity 10 to 20 per cent. 
Check the coupon below for the services 
of an experienced layout engineer to assist 
you in your storage problems. Send for 
the book “Saving with Shelving.” 

THE GENERAL FIREPROOFING COMPANY 


Youngstown, Ohio; Canadian Plant: Toronto 
Branches and dealers in all principal cities 


The GF Allstee! Line: Sates + Filing Cabinets - Sectional 
Of Grice « Desks + Tables + Shelving - Tranter FO 
Cases + Storage Cabinets > Document Files - Supplies 


Inventories are easier with 












SHELVING 


Attach this coupon to your firm letterhead 


D Please have an experienced layout engineer call. 
0 Please send book “Saving with Shelving.” 


Everlasting Steel Shelving 
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Good Pipe Threads Make Tight Joints 















Pipe Threads cut with GENUINE 
ARMSTRONG DIES make up 
easier and tighter than the otdinary 
kind. Over 60 years’ experience and 
successful manufacture stand back 
of their design and quality. 


There is a nearby dealer who 


can supply you with Genuine 


ARMSTRONG 


=—\ PIPE TOOLS 


One of a series of Armstrong advertisements 


Where You“Come Jn” Mr. Dealer 


In the ARMSTRONG advertising to 
mechanics in leading publications we aim 
to accomplish three things: 








First—To convince the mechanic of the 
superiority of GENUINE ARMSTRONG 
PIPE TOOLS over the ordinary kind. 


Second—To show that back of the design 
and quality of these tools there is a repu- 
tation of sixty years’ standing in the 
trade. 


Third—To inform the mechanic, your 
customer, in every advertisement that: 
“There is a nearby dealer who can sup- 
ply him.” 

Right here is where YOU “Come In,” 
Mr. Dealer. We want YOU to get this 
business which rightly belongs to YOU. 


The sure way is to keep supplied. 
Please order from your Jobber, instead 
of sending to us. 


We protect both Dealer and Jobber. 


The ARMSTRONG MFG. CO. 


Our Only Addresses 
Main Office and Factory 
BRIDGEPORT, CONN. 


New York Office: 181 Lafayette St, 





ARM 1S TRONG: 


TOOLS AND THREADING MACHINES 














OW 


more than 
ever before 


it is essential that you study 
your market reports care- 
fully and consistently. 
Every important price 
change in the trade is re- 
corded in these columns 
weekly. 


The MARKET REPORTS 
as found in HARDWARE 
AGE are the most authen- 
tic published. 


Use them as a_ buying 
guide. 


+ 
ze 


\eesy 


Hardware Age 


239 W. 39th Street, New York City 
































HARDWARE AGE for FEBRUARY 16, 1928 _ 
















wood screws, ma- 
chine screws, cap 
screws and set 
screws. Finished 
plain, nickel, brass, 
copper-plated, 
Sherardized or hot 
galvanized. Also 
stove bolts, sink 
bolts, hanger bolts, 
nuts, rivets, burrs 


and specialties. 


Millions of product 
| —one standard for 
Ay 8 accuracy sna quality. — 
ee 
| | REED & PRINCE MFG.CO. 
WORCESTER, MASS..U.S.A. 
i WESTERN BRANCH arCHICAGO- 121 NORTH JEFFERSON ST. 
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—and easy to sell 


ISPLAY the Auto Vacuum 

Freezer at the new 1928 prices. 
The demand that has always ex- 
isted for this modern, work-less 
freezer will be larger than ever— 
because it’s a real value and your 
customers realize it. The Auto 
Vacuum is known and accepted by 
every up-to-date housewife. 


Backing up this nationally-popular 
household necessity is a new organ- 
ization whose policy is to give the 
trade every possible co-operation. 


These new list prices give you a 
good profit on a small investment. 


Rota a oils $3.50 
eae sists 4.00 


s.r $5.00 
4 quarts ........ 6.00 


1 quart 
2 quarts 


Order from your jobber 


Auto Vacuum 


FREEZER COMPANY 
Dept. B-10, Winchendon, Mass. 
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SHARK BRAND CHISELS 


Manufactured by 


E. A. Berg Manufacturing Co., Ltd. 
ESKILSTUNA, SWEDEN 


BEAR THIS TRADE MARK 


Trade Swe Mark 


i” SHARK BRAND CHISELS, made 

from the finest Swedish charcoal 
steel, are sturdy and well made and 
craftsmen and lovers of good tools 
appreciate their quality. 


Because of their reputation as de- 

¥ pendable tools, they sell with little 
effort, which means sure profits to 
you. 





Butt Beveled Edge, Regu- 
lar Beveled Edge, Socket 
Chisels. 


We carry a full line of 
SWEDISH Made TOOLS and HARDWARE 


Order from your jobber today, or write 


SCANDINAVIAN 
WESTERN IMPORTING COMPANY, Ltd. 


107-109 Lafayette St., New York 
509 E. Hennepin Ave. 304 Railway Exchange Bldg. Coristine Bidg. 
Minneapolis, Minn. Seattle, Wash. Montreal, Can. 





CORBIN 


Wood Screws 

Drive Screws 

Ceach Screws 

Machine Screws 

Set Screws 

Cap Screws 

Saw Screws 

Thumb Screws 

Hand Rail Screws 

Special Automatic Screw 
Machine Products 

Stove Bolts 

Tire Bolts 

Agricultural Bolts 

Sink Bolts 

Hanger Bolts 

Machine Screw Nuts 

Stove and Tire Bolt Nuts 

Semi-Finished Nuts 

Castellated Nuts 

S.A.E. Nuts 

Jack Chain 

Plumber’s Chain 

Register Chain 

Safety Chain 

Furnace Chain 

Ladder Chain 

Sash Chain 

Escutcheon Pins 


Speedometers 








‘Deans - 


INVA 





1 I 
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The CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 


NEW BRITAIN, CONN. 


Warehouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 

















LANDRETH’S 


Garden and Flower Seeds 
Mixed Lawn Grass 


Now is the time to place your order for 
Fall planting for such seeds as Turnip, 
Rutabaga, Spinach, Winter Radish, Col- 
lards, Mustard, Beans, Kale and Mixed 


Lawn Grass. 


1927 CROP 


Before buying for delivery after 1927 crop, send us a 
list of your wants that we may quote you if our traveler 
does not call upon you at 
the proper time. 


We are the oldest Seed 
House in America, this be- 
ing our 143rd year in the 
Seed Business. Had we not 
grown good seeds, given 
good attention to business, 
good service and fair 
prices, we would not have 
existed so long. 


Business Established 1784 


D. Landreth 
Seed Co. 


Bristol, Pa. 




















Better Things 
Are Just Ahead 


for the dealer who makes his show windows 
attract customers by the use of the right ma- 
terial. 


The manufacturers who advertise in Hard- 
ware Age will be glad to supply the needed 
material, and each issue of Hardware Age 
will furnish you with examples of effective 
window displays that have proven successful 
for other stores. 


Hardware Age, 


239 West 39th St., New York City 
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Make More Sales With Show Cards You Make Yourself 


Why hand part of your profits over to a show card artist? 
Make your own! Put a Stencilor to work turning out show 
cards, streamers, price tickets, etc., and put the money you 
now pay to a sign artist in your own pocket. 


The Stencilor will turn out work that is equal to the best work 
of the professional sign artist. Anyone can operate it. Let us 
show you some of the work you can produce with the Sten- 
cilor. Write for samples. 


DISPLAY MATERIAL COMPANY 
774 Grand Ave., ST. PAUL, MINNESOTA 


Eastern Agents: DISPLAY MATERIAL CO., 191 Pearl St., 


New York, N. Y 


Canadian Agents: DISPLAY CARD COMPANY, LTD., Brockville, Ont. 

















KIMBALL 


HAND POWER ELEVATORS 
Ffficient- Quick Rising 


OW, a hand power elevator which 

you can purchase complete in every 
detail, to the sawing and fitting of every 
joint and drilling of every hole, making 
its installation merely a matter of your 
bolting it together. Fitted throughout 
with roller bearings. 
Easy to operate--- 
quick rising, low 
cost. 













HE line of Detroit Torches and 

Fire Pots is a leader line from 

the standpoint of quality—work- 
manship—pri¢te—guaranteed satisfaction 
—and the fact that it will bring in nu- 
mezous customers who will buy much 
other merchandise. It will pay you to 
stock and feature the entire line o 
Detroit Torches and Fire Pots. Write 
today for a catalog and complete infor- 


DETROIT 















DETROIT TORCH & MFG. CO., DETROIT, MICH. 
Son Fors BS _—S -s he tomes 

- Rialto " rancisco 
"Gal =o 4 Main Sc.. Hartford, Conn 


415 Metropolitan Bide. Toronto 













TORCHES & FIRE POTS = 











Write for Pamphlet 
and Prices 


Kimball Bros. Co. 


1117-41 9thSt., Council Bluffs, Ia, 
























Fittings 


Quality 


In cartons for stock. 





Mean Hose Efficiency 


THE SHERMAN WROUGHT BRASS HOSE FITTINGS 


have reached the highest level of quality in garden hose acces- 
sories through years of experience and research in manufac- 
turing. It is to your advantage to carry the best. 
Sherman Hose Couplings are made of 
heavy wrought brass — accurate ma- 
chine cut threads—deep, clean corru- 


gations. A high quality item. Made 
in hose sizes—%”, 14”, 54” and 3%”. 


H. B. SHERMAN, MFG. CO. 


The New Diamond Nozzle. Surpasses 
any nozzle heretofore offered to the 
Trade. It is larger and will throw a 
stream farther and more even. A per- 
fect spray is always assured. Made in 
3%” size only. 


- Battle Creek, Mich. 
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They | ° They 
Are 0 Gow Are 
the Best | ® the Best 


Millions 
and Millions 


Of People Are Pushing 


BOMMER SPRING HINGES 


Whenever They Open a Door 


Follow 
the Line of Least Resistance 


Stock and Push Them 


Bommer Spring Hinge Co., Brooklyn, N. Y. 



































A NEW SPRING OILER 


The bottom can’t loosen or leak! 


The brass spring bottom 
on this new oiler cannot 
loosen and leak from 
constant “working,” as is 
the case on ordinary oil- 
ers. 


This new Hammer and Com- 
pany Malleable Iron Oiler 
has a seating groove in the 
body, and the down turned 
flange of the brass bottom is 
“ei forced into this groove. 
New Style Your trade will welcome 
Oiler them, because even with —_ 


road 


constant hard usage, they 
never loosen or leak. 


CLAMPS THAT GRIP and HOLD 


Malleable Iron Clamps are of superior 
quality, ruggedly constructed with 
extra strong frames to grip and hold, 
and withstand long, hard service. 

All Hammer and Company Malleable 
Specialties sell quickly and satisfy, 
and pay the dealer a substantial profit. 

Send for folder and trade prices. 


Pat. Improved 























H. P. Screws 


Builders’ Clamp 
Air furnace refined heii iron 
steel and semi-steel castings to order. 


Malleable Iron Fittings Co. 
BRANFORD, CONN. 








Your trade can 
use to advan- 
tage the heavier 
grades of Hex- 
agonal Poultry 
Netting as well 
as standard sizes 
used commonly 
as poultry fenc- 
ing. 

Superior Brand 
is made as heavy 
as No. 14 wire— 
114” mesh. 


G. F. Wright 
Steel & Wire Co. 


Worcester, Mass. 











Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


CONTENTS 

Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 

Retail Hardware Stores in United States, Canada and 
Foreign Countries; also General Stores, Lumber Yards, etc., 
handling hardware. 

Chain Hardware Stores in United States and Canada. 

5c! 10c and 25c Syndicate Stores carrying hardware in the 
United States and Canada. 

Department Stores carrying hardware and housefurnish- 
ings in the United States. 

Manufacturers’ Agents in United States, Canada and 
Foreign Countries. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Export Merchants handling hardware and kindred lines. 

Sporting Goods Wholesalers. 

Mail Order Houses handling hardware and housefurnishings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Jobbers. 

Radio and Electrical Goods Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 

Hardware Age Verified List of Wholesalers and Retailers is indie- 
ble in economic direct-by-mail motion work and also a 
ipful guide for salesmen’s calls. ery sales manager should 
have one on his desk, and every salesman cduld profitably carry 
a copy in his grip. Since the previous issue was published there 
ha than 10,000 —. and corrections, and 
all appear in the current Eighth Edition. 


Hardware | Wholesalers find Verified List of great value in 
‘checking”’ their retail prospect records. 


$12.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 
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The box that 
holds trade be- 
cause of Honest 
Quality Inside. 


Full count, full 
weight, of good 
honest quality tacks 
in every Atlas box. 
You can be sure of it 
every time you sell 
one to a customer. 





You can also be sure that each customer will 
continue his patronage. Not only because 
he will appreciate the full weight, and honest 
quality, but because at mo time wili any 
single Atlas tack give him cause for un- 
favorable comment or reflection. 


When customers buy Atlas tacks, they re- 
member where they got them. 


ATLAS TACK CORPORATION 


Fairhaven, Mass., and St. Louis, Mo. 























TIME FLIES 


Eighty-four years — Phew! 
That’s a lot of years isn’t it? 
Great-grandfather was in his 
prime in those days. Solid 
old gentleman, he — Knew 
quality, and found it, too, in 
the then new COES Wrench. 


But COES Wrench is per- 
ennially new! Just as up-to- 
date—just as substantial in 
quality today as ever. It’s 


our sole business keeping it 
so. % 





How’s your stock? Any 
good jobber can supply 
you with COES. 


Coes Wrench Co. 


“In business since 1841” 
Worcester Mass. 


& 






SELLING AGENTS 
J. C. McCARTY & CO..........5. 253 Broadway, New York 


JOHN H. GRAHAM & CO...113 Chambers Street, New York 
Also 61 Shoe Lane, London, E. C., England 


FENWICK FRERES......... 8 Rue de Rocroy, Paris, France 






























FORSTNER 


Labor Saving 


AUGER BIT 






Bores Any Arc 


of a Circle 









Many 
New Uses 


The Forstner Auger Bit, un- 
like other bits, is guided by its 

circular rim instead of its center, 
consequently it will bore any arc of 
a circle, and can be guided in any 
direction regardless of grain or knots, 
leaving a true polished surface. Takes 

the place of a chisel, gouge, scroll-saw, or 

lathe tool combined. For core boxes, fine 
and delicate patterns, veneers, screen work, 
_Scalloping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 


Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 








GRAND RAPIDS 


ALL-STEEL 


SASH PULLEYS 





goherar go* 

sagem mas 
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oo vw yo 











86 HARDWARE AGE for FEBRUARY 16, 1928 








FOSIER® 


Personal Service 





Two big plants, one in Cleveland 
and one in Chicago, assures 
prompt service to all sections 
of the country. 


The Foster Bolt & Nut Mfg. Company 
CHICAGO 


6249 te 6265 West 65th St 
Telephone Hemlock 4484 


CLEVELAND 


Union Ave. and E. 72nd St. 
Telephone Greadway 840 















NORCROSS Garden and Lawn Tools are 
increasing in popularity every year. 

The Hand Cultivator for gardens and 
flower beds is made in three sizes which 
cover every requirement. 

The OUT-U-Kum Weed Puller re- 
moves the weed and entire root. Never 
injures the lawn. 





Send for Circulars and Prices. 


Manufactured only by 
C. S. NORCROSS & SONS, 
BUSHNELL, ILL., U. S. A. 








MILBRADT 
LADDERS 


Will pay for themselves in a 
short time by enabling you 
to wait on more trade, save 
the wear and tear on your 
fixtures and goods, as well 
as bring the appearance of 
your store up to date. 

Write for catalogue show- 
ing a large number of styles 
suitable for all kinds of 
shelving. 


Milbradt Mfg. Co. 
2411 N. 10th St. 
St. Louis, Mo. 








IBLE RUBBER TURING See 
Ain 
SEALNCY) TACKING FLAP that hole! 






AIR-TIGHT 


Lakewood MOISTURE-PROOF Weatherstrip 


The hole forms an air-tight cushion when doors or 
windows are closed against it. Wind, rain, or dust 
cannot get in. 

Made of specially prepared weather-resisting rubber 
that won't freeze, harden, or crack. Lasts for years. 
Very easily applied. Priced low to meet competition. 
Packed in cartons of 100 ft. and on reels of 500 ft. 
Sold at any length, cut from reels, at 7c. per foot. 


Send for Samples and Prices. 


The Lakewood Rubber Products Co. 
6927 Carnegie Ave. Cleveland, Ohio 

















Wire Products 


for every need 


Nails of all kinds, Staples, 
Cambria Fence, Barbless, 
Twisted and Barbed Wire, 
Processed Wire, Bright and 
Galvanized Wire, Wire Rods, 
and Steel Fence Posts to 
standard or special analysis. 





BETHLEHEM STEEL COMPANY 
General Offices: BETHLEHEM, PA. 


BETHLEHEM 





MOTT 











SNELL BITS LEAD 


their own way through! 
Heavy construction calls for a bit 
that will stand the gaff. Bridge 
builders, miners, contractors, rail- 
road and shipyard workers need 
the Snell Construction Bit. 
Write today for folder and price list. 











| BiT 
Snell Manufacturing Co., Fiskdale, Mass. 


Sales Representatives: John H. Graham & Co., 113 Chambers St., 
New York City 





ETL 


TRACE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


wy.) 5 On OO) 38D 


SAMSON SPOT, PHOENIX, and SACHEM BRANDS 


Clothes Lines, Masons’ Lines, Shade Cord 
Awning Line, Dumb Waiter Rope, et« 


Send for catalog and samples 


BRAIDED CORDS + COTTON TWINES 








from 


cover 
* cover~ 


Every advertisement, story, edi- 
torial and market report in Hard- 
ware Age is valuable to the man 
who is looking for the shortest road 
to success. 


Read Hardware Age as a duty to 
yourself. 
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Russell Jennings 
Auger Bits 


Patented by 









No. 101-B 

ie Mr. Russell Jennings 
Electricians in 1855 
Auger Bit 


Quick Boring Thread 
Single Lip and Spur 


Russell Jennings Mfg. Co. 


Chester, Conn. 


Osborne High Grade Punches 


Belt Punches Arch Punches 


Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: 
Leather Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 
Tools. 

The above tools will please your customers, as well as our 
famous Round and Oval Punches. 

Remember we have had one hundred years of successful manu- 
facturing experience, employ only skilled workmen and use the 
finest quality of materials. 

We stand back of every tool we make. Try us. 

Write for Catalog. 


Cc. S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 


























Robertson “Horseshoe Magnet” Hammer 


THE HAMMER 
HOLDS 
THE TACK 














The best permanent magnet hammer on the market. 


A PRACTICAL AND SUPERIOR TACK HAMMER 
FOR USE IN MANY TRADES AND IN THE HOME. 


Awarded Silver Medal Panama-Pacific Exposition. 


Name and design trade marks registered U. 8S. Pat. Off. 


ARTHUR R. ROBERTSON, 94 Portland St., Boston, Mass. 


Sole Manufacturer 


the GLIANTGRIP. Bae 


OVERSHADOWS ANYTHING ON THE MARKET 
REGARDLESS OF PRICE 
MEANS GREATER PROFIT TO YOU 








Heavy Nickel Plated; 
ball bearing : 10” 
swing. Concealed 
moistire and = dust 
proof ratchet, oper- 
ated without ring 
Triple hold alligator 
jaws, holding bit 
stoeks, round, 
a ie square and taper 
Patent Pending ahavie-cirtiti, 
GUARANTEED TO GIVE PERFECT SATISFACTION 
Send your trial order TODAY, request catalog No {0 for other money 
making items 
Several choice territories open to live representatives 


United Hardware & Tool Corp., 72 Reade St., N. Y. C. 


































One-Piece 
(Cut-Out) 


Thumbtacks 


our are quick sellers to students, clubs, 
ne-Piece offices and large organizations. 


ee Three Sizes 3%"-7/16"-14” 


a ye KU psi 36-10c Metal Boxes in attractive, 
. ¢ Sees green Display Carton. Dealers $2.15. | 
Send for illustrated folder ; 
and Price List including 
Celluloid Covered Marking 
7 and Numbered Thumbtacks. 
4 / ss 

yy Moore Push-Pin Co. 

| oe |), W/ / (Wayne Junction) Philadelphia, Pa. 


















Your Customers’ expect 
the Genuine Moore Push- 
Shorp Moore Strong |t on and Moore Push-less 
wae “ 
PushThumbtacks Sete denen ; = nen? 


ing Up Things. £st. 1900. ] 
EEE 











IVER JOHNSON 
EVERYDAY SELLERS 


BICYCLES 
VELOCIPEDES 
JUNIORCYCLES 
REVOLVERS 
SHOT GUNS 


Send for Catalogue and Prices 


MAKE EVERY DAY COUNT 


Iver Johnson’s Arms & Cycle Works, Fitchburg, Mass. 
New York: 151 Chambers St. Chicago: 108 W. Lake St. 
San Francisco: 717*Market St. 

















The reputation of 
Brown £4 SHARPE 


6 Were) 


for Accuracy and Reliability 
@bate time at oe) 
aready market wherever 
metal is used 







































































S=5=is==: p MODERNIZE 
5 Se = STORE METHODS 
SSS To provide adequate storage facilities for 
—— shelf stock—to make it accessible and con 


venient for clerks and stock men to handle with 

absolute safety—to insure quick service for whole- 

sale or retail trade — install one or more 

MYERS NOISELESS CUSHION TIRE STORE LADDERS. 

Deep tread steps, full length hand grips, rubber tires, 

overhead track system, firm construction throughout, 

eliminate vibration and noise and produce a ladder 

of ample strength for safety, convenience and 

efficiency One style only—neat of design— 

attractively finished —any height — 

easily installed—meets most 
requirements. Circular 
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Classified Opportunities 























“ay 
Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 
Classified Advertising Rates BOXED DISPLAY RATES Positions Wanted Advertisements 
Opportunity Exchange Section fA es ae $5.00 50% off rates quoted 
Each additional inch............. 4.00 Address your advertisements and replies to 
Set Solid, Minimum of 5 lines... .$3.00 Hardware Age, Classified Oppor- 
Each additional line........... -60 ¥ ef tunities, 239 West 39th St., New 
All Capitals, Minimum of 5 lines.. 4.00 Discounts for Classified Advertising York City 
a, 
ase reece on on oe on 40 4 insertions, 10% = 8 insertions, 15% Masowann haw to published exch Th “4 
a ee ee 4 Forms close Nine Days previous to date of 
Allow One Line for Keyed Address Remittance Must Accompany Order publication. 
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SALES ACCOUNTS WANTED 





BUSINESS OPPORTUNITIES 
Erie, Pa. 


Erie, LOCATION 

Re 144,000 600 Diversified Industries 
21 YEAR LEASE 

Building in perfect condition with 40’ frontage, depth 120’. Four floors 

and excellent sales basement. Located between Erie’s two largest depart- 

ment stores. Terms on aes er 


C. Cunningham 
1122 Erie Trust Bldg., Erie, Pa. 





A 25 year established Hardware Store located in Connecticut. Stock 
consists of Tools, Builders’ Hardware, Auto Accessories and Housefurnish- 
ings, location 100%, population 11,000, rent $300.00 per month, will sell 
3 a low are, other business. Address Box H-843, care of Harpware AGE, 

ew York. 





For Sale, very reasonable, hardware business and building. Easy terms 
to quick buyer, owner wishes to retire on account of age. BARBOUR & 
AUSTIN, 496 Main Street, Stamford, Conn. 





WANTED 


Special items, discontinued items, close outs and factory lines to 
sell to hardware, department and wholesale trade on commission. Will 
buy small lots for cash. Write us for what you want. 50M %x4% 
cut thread machine bolts at $10.00 per thousand, F.O.B., Kansas 


City, Mo. 
RIGGS SALES CO. 
303 Gumbel Bldg. Kansas City, Mo. 














MANUFACTURERS SALES AGENCY COVERING ST. LOUI 


E 
NISHING TO CARRY STOCK 
AND CAN MAKE SHIPMENTS IF NECESSARY. WILL START 
ae nOEe ADDRESS BOX H-852, CARE OF Harpware Ace, 





HELP WANTED 


STORE MANAGER. A successful retail hardware corporation desires 
manager for one of its stores in Suffolk County, New York, located 
about a hundred miles from New York City. Salary will be approximately 
$50.00 per week to start, with a percentage of the profits. Write fully, 
stating previous experience, by whom employed, and any other qualifica- 
tions fo help you run a small retail hardware store. Address Box H-853, 
care of Harpware Ace, New York. 








Hardware—Competent man wanted as Manager of hardware department 
for old established English house in the Argentine. Must have thorough 
knowledge of American, English and Continental hardware. Knowledge 
of Spanish language essential. State age, previous experience and other 
qualifications. Address Box H-850, care of Harpware Ace, New York. 





POSITIONS WANTED 








HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK STATE 
MALE AND FEMALE 


EVERY APPLICANT INVESTIGATED AND GUARANTBED 
FOR TEN TIMBS THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 


Remington Building 


1138 W. 42nd Street Bryant 7374-5-6 














Young experienced man desires position as display manager or assistant 
manager of a big hardware store in southern California. References 
furnished. WHALEY Willoughby, Ohio. 





Position wanted as — or buyer in Hardware F Paint Store, ten- 
years’ experience. Best of references. ddress Box H-851, care of 
Harpware Ace, New York. 


MANUFACTURERS’ AGENT CALLING ON MANUFACTURERS, 
jobbers, department stores and dealers in Boston and surrounding cities 
desires another sales item. Can furnish car and finest references. 
Address Box H-832, care of Harpware Ace, New York City. 





desires agencies of 
screws as well 
O. Box 


Resident Sales Agent, located at Havana, Cuba, 
hardware lines. Interested in furniture, hardware, wood sc 
as the general line. Commission basis. M. F. FERNANDEZ, P. 
2002, Havana, Cuba. 





SALES REPRESENTATIVES WANTED 








MANUFACTURERS’ REPRESENTATIVES 


Open for two additional hardware lines. In business 
this territory six years representing manufacturers. Head- 
quarters, St. Louis, Mo. Address Box H-835, care of 
HARDWARE AGB, New York. 














SALESMEN_ TO SELL THE “WEST BEND” WATERLESS 
COOKER AND ALUMINUM _ UTENSILS TO HARDWARE, DE- 
PARTMENT, AND HOUSEFURNISHING TRADE IN MANY EX- 
ce mee STATES STILL OPEN. MUST HAVE HAD pee 

ALE HOUSEFURNISHING SALES EXPERIENCE. WRIT 
STATING TERRITORY INTERESTED IN, GIVE UALTFICA. 
TIONS, AGE AND REFERENCES. WEST BEND ALUMINUM 
COMPANY, WEST BEND, WISCONSIN. 





COMMISSION SALESMAN IN EVERY STATE for manufacturer 
of new California Grass Shear Attachment, with three foot handles, steel 
reinforced, simple, practical, laquered green and black, attaches to any 
shear in a minute, retails 75 cents. iberal commission, answer today, 
state lines you handle and territory. M. H. Sterling, 4474 41st Street, 
San Diego, California. 





SALESMAN WANTED—By ety known cutlery manufacturing 
concern; a salesman with thorough knowledge of cutlery, with a proven 
record of ability to handle jobbing and big retail trade, 35 to 45 years 
old. Give complete information regarding age, nationality, record of 
past employment. Address Box H-834, care of HarpwAre Acre, New York. 





_ Salesman for Michigan, Ohio, Indiana, Kentucky, West Virgini irginis, = oat 
ing on Department, House Furnishing, and Hardware trade, 

Cages on commission from x ‘or manufacturers established 186. 
O. LINDEMANN & CO., 35-37 Wooster Street, New York, N. 
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Classified Opportunities 





SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 





WANTED—Hardware and Sporting Goods salesmen of mechanical 
ability to call on retail trade in eastern territory. Leading line Gasoline 
Pressure Stoves, Camp Stoves, Water Heaters, Radiant Heaters, Lamps 
and Lanterns. Must give Bond and drive own car. Address Box H-784, 
care of Harpware Ace, New York City. 


MANUFACTURERS of full line of Enamels, Polishes, and Cleaners 
want local a in all important cities, to call on Hardware and 
Automobile trad State experience, lines handled, and territory covered. 
VELVET SPECIALTY CO., INC., 2214 Livernois Avenue, Detroit, Mich. 








COMMISSION SALESMEN IN EACH STATE for manufacturer of 
hand tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638, care of Harpware Ace, New York. 





f Let US Help You Word Your “Want.” 1 











Welding Compound is best by every 
test. Makes welding of any steel as 
easy as Iron. Stock it and increase 
your sales. 
Made only by 
ANTI-Borax Compounp Co. 
Fort Wayne, Ind. 





GAT. MAY 87, 1902 


Plain or enameled 
in colors 


STRATTON 
HANDLES 


For Small Tools, Utensils, Electrical Goods, Etc. 
Enameling, both baked and air dried. 


STRATTON MFG. CO. Stratton, Maine 








“TI Make the best Hammer” 


D. Maydole, 1843 





The popularity of Maydole Hammers among Carpenters, 
Machinists and Mechanics attests the fact that we've 
maintained the standard set by the founder of this 
business over 80 years ago. 








THE DAVID MAYDOLE HAMMER CO. 
Norwich New York 


Seymour Smith “Handy Grass Shears” 


A complete line of 
Grass Shears, 
Pruning Shears and 
Tree Pruners. 
ABSOLUTELY 
GUARANTEED 
Send for New 
Catalog. 





Manufactured by 
SEYMOUR SMITH & SON, INC., dakville, Conn. 


Sales Representatives: John H. Graham & Co., 113 Chambers 8t., New York 








Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quali 


CALDWELL MFG. CO. 
52 Industrial St. Rochester, N. Y. 





Sell PIPE CUTTERS 
that give Real Service! 


Stand up under toughest work. Improved 
design. Made of highest quality materials. 


Equipped with knife blade cutter wheels. 
(j—_—E}) Write for new Catalog. 
ARMSTRONG BROS. TOOL CO. 


Barnes Type 314 N. Francisco Ave., Chicago, U. S. A. 


Saunders Type 

















ware Age. 


HARDWARE AGE, 





Do YOU Want a Good Position? 


Right now you may be looking for a good position as Manager, Assistant, 
or Salesman with some responsible Hardware company. 


And right now some one may be looking for you. 
The best meeting place is in the Classified Opportunities Section of Hard- 


Fifty words at a cost of a dollar and a half will put you on the right road, 
in the right paper, for the right position, with the right Hardware concern. 


Send your ad to 


Classified Opportunities Dept. 
239 W. 39th St., New York 
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ALL Car Owners Buy Hardware 





THE HARDWARE DEALER 


Is the Logical Distributor of Tires and Accessories 


This being the case, consider the following facts. 


Every year sees a large increase in the number of hardware 
dealers who sell tires and accessories. Many of the readers 
of Hardware Age have taken on this line because of the efforts 


of Hardware Age. 


Articles that show the dealer how to handle tires and acces- 
sories with the greatest profit appear in Hardware Age often. 
Stories of what other successful dealers are doing with tires 
and accessories are winning over many dealers who are well 
equipped to distribute this line profitably, for themselves and 
for the manufacturer. 


Advertise your product in the medium that has done and is 
doing so much to convince the hardware dealer of the desir- 
ability of tires and accessories as a line and your advertising 
appropriation will go farthest in RESULTS. 


Tell Your Story in 


HARDWARE AGE 
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and be Sure 
of a 


Good Profit 


HERE is no guess- 
work about the profits 
in DOMES OF SI- 
: . LENCE. They are b 
@i2 Seve known to the public ES 
aie through national ad- Is This Handsome Steel Display 
vertising and their Cabinet Working for You? 


If not, get one from your Jobber, station it in the 


good reputation. You don’t have to cut front part of your store and watch customers stop 


—look and buy. It is a sure attention getter, being 


the price to move them. lithographed in striking colors. It occupies small 


space and holds a complete stock of DOMES of 
SILENCE. 


FREE TO DEALERS 


= - It is sent free to dealers to prove how quickly 
To sell at competitive prices we also make all grades DOMES ot SILENCE move when the right display 
Is usec Oo se them. 


of Sliding Casters, Pin Slides, Felt Slides, etc. 


Beware of cheap imitations in which the 
quality as well as your profit is sacrificed. 


Ask Your Jobber for Your Requirements, or If He 
Is Not Supplied, Write, 


DOMES OF SILENCE, INC. 


21 Pearl St., New York City 


Doubles Closet Space f FOR QUICK DRYING 


, "] ¥ oU 
Dorak . il F ys 
Per Doz. , ¥ A 


A shelf, place for 
ties, trousers. and 
eight coat hang- 
ers. Hang from 
the top of the 
door, or reverse : . Instantly attached to 
arms and attach = In USE radiator, at any height. 
to wall or door : | " Three extension arms 
by nails of 7 | ‘ ag 
screws. f | ful convenience for dry- 
‘ i. ing A pews TOs Oe 
tS iery, handkerchiefs, 
Remrak ee. awe, lingerie, etc. 
‘. yi Arms tuck inside when 
for your shoes. not in use. Brass, nickel- 


Steel, beautiful - plated. Rustproof. Noth- b 
ing to get out of order. Pancorak 


bronze or black 
telephone finish. Satisfaction or money back holds five 
pots or 


20-inch for small oH . 
doors. 94-inch Selling Fast Everywhere pans and 


for usual size Everything handy when . 
doors. you open doors. atwh.=<. as pot 
. . 8, or 
Remraks list at $12 per dozen. Retails at $18 per dozen. covers 
All come complete, FOLDED FLAT, ONE IN A BOX bet vied 
used for 

Attractive Discounts—Order through your jobber, or shelf, Attached to wall or door by 4 nails 

ROBERT E MILLER or screws. Comes complete, folded flat, one 

é in a box. Steel, bronze, enamel finish. Pat- 


21 Pearl Street New York City  ent-applied for. Holds heaviest weight. 

















